CHICAGO 


PUBLISHED 
WEEKLY AT 537 
S. DEARBORN ST. 


HAR. 7504 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


(Trade-Mark Registered U. S. Patent Office) 


NEW YORK 


GRAYBAR 
BUILDING, 420 
LEXINGTON AVE. 


MO. 4-1572 


Vol. Il, No. 28 


CHICAGO, JULY 18, 1931 


Five Cents a Copy, $1 a Year 


Rough Proofs 


Detroit is feeling somewhat hurt 
because of the additional boost which 
Canada has given to the tariff on 
automobiles imported from the U. 
S. A. The city might retaliate by 
requiring the payment of a special 
municipal license by bootleggers 
bringing in the Canadian product. 


* * *& 


Canada seems to have borrowed, 
with amendments, one of Detroit’s 
favorite slogans, and now is pre- 
pared to assert, “When better auto- 
mobiles are built, the Dominion will 
build them.” 


* ” . 

Carl Laemmle says in his Univer- 
sal Pictures advertising that his 
name is pronounced “‘Lem-ly.”” Maybe 
we ought to be equally thoughtful 
and tell him that the degree of 
“L.L.D.” which he attributed to Mrs. 
Rita C. MeGoldrick in a recent ad, 
is really LL.D. 


* * * 

Listerine pins halitosis on a lad 
from Michigan in its current copy; 
a member of the football squad, too. 
Just wait until St. Louis begins to 
hear from the co-eds at Ann Arbor! 


* *~ * 

It must have been a problem for 
some advertisers to find an excuse 
for including a bathing-girl in their 
current illustrations; but if it was, 
they all found the answer. 


*. * * 


The A. T. & T. makes no secret 
of the way salesmen manage to stay 
off the road by the simple device of 
talking to their customers long- 
distance. No wonder the railroads 
want to increase rates. 

- 


> = 


Gillette talks about “men of pre- 
cise Berlin.” Does that refer to the 
Berliner who stopped one of our 
boys in Cleveland recently in pre- 
cisely fifteen rounds? 


* * * 

Plymouth posters now confront 
the occupants of the General Motors 
building in Detroit. Isn’t it adding 
insult to injury to try to sell Ply- 
mouth cars to official adherents of 
Chevrolet? 


* * * 

Ginger Rogers said in her divorce 
petition that her ex-husband rep- 
resented himself to be “sober and 
hard-working, with theatrical con- 
nections.” But she didn’t explain 
_ part of the advertising sold 
er. 


* * * 

Hart Schaffner & Marx picture a 
man in an overcoat struggling 
through “this blizzard of selling 
madness in clothes.” A July blizzard 
is appreciated, even if only a paper 
one. 

* * & 

Swift’s Premium bacon, they say, 
is famous for “its correct propor- 
tioning of fat and lean—always.” 
Who would have thought a hog 
would be that considerate? 


ss. * #8 


An automobile, General Motors 
Says, is personal power. It is—until 
the moment when a rear tire blows 
out. 


Copy Cus. 


| executive. 


BROADCAST IS 
RELINQUISHED 
FOR PRINCIPLE 


Chicago Agency Protests 
Against Split Account 


Chicago, July 16—The question of 
split accounts has been brought into 
the limelight again as the result of 


Albert D. Lasker 


the recent appointment of Erwin, 
Wasey & Co., to handle the radio 
advertising of Montgomery Ward & 
Co. 

According to an executive of the 
mail order house, Lord & Thomas 
and Logan relinquished this $400,000 
account rather than accede to the 
principle of split accounts. 

Montgomery Ward & Co. recently 
decided to appoint another agency to 
assist it in its mail order advertising 
and merchandising. The radio ac- 
count, which was scheduled to re- 
main with Lord & Thomas and 
Logan, represented the lion’s share 
of the appropriation, however. 

When the agency was informed of 
this decision, it countered with a 
proposal that it continue to direct 
the entire account, according to this 
It pointed out that split 
accounts, involving a division of re- 
sponsibility, have proved unsatisfac- 
tory to both the client and the 
agency in many instances and inti- 
mated that unless it continued to 
direct the entire account, it might 
withdraw altogether. 


Last Minute Change 

Montgomery Ward & Co., how- 
ever, were already committed to the 
new policy, and in view of the 
agency’s refusal to handle the radio 
account alone, were forced to make 
a last minute appointment to cover 
their radio series, scheduled to take 
the air July 1. The general adver- 
tising, as announced by ADVERTISING 
AGE last week, was placed with H. 
W. Kastor & Sons Advertising Com- 
pany. 

Lord & Thomas and Logan handle 
some split accounts, but they are on 
specific products of companies mak- 
ing a number of important lines, and 
do not involve the principle objected 
to in the Montgomery Ward case. 

Albert D. Lasker, chairman of the 
board of Lord & Thomas and Logan, 
was out of the city this week and 
could not be reached for elaboration 


of his viewpoint. 


Hartford, Conn., July 16—To ac- 
quaint sales executives with plans 
to add $4,000,000 to next year’s sales, 
the Fuller Brush Company is hold- 
ing a series of district meetings this 
week in all parts of the country. 

A part of the $18,000,000 quota 
will represent income on a new line 
embracing a dozen cleaning com- 
pounds and household items. The 
company’s expansion means that the 
historic figure, the Fuller Brush 
man, must make way for the Fuller 
Products man. 

The new products, aside from 
brushes, include toilet soap, dog 
soap, Nosuds, dry cleaning fluid, 
floor wax, preparations for cleaning 
plumbing fixtures and cooking wares, 
automobile polish, ete. Others to be 
added in the near future include an 
automobile cleaner, a glass cleaner 
and a carpet sweeper. 

The latter will be priced under six 
dollars, as the company’s experience 
with an electric dishwashing ma- 
chine two years ago indicated that 
maximum. The salesmen were suc- 
cessful in closing sales, but credit 
and physical distribetien-proved too 
much for the existing set-up. 

An executive said- the company 
would probably spend several years 
in exhausting the possibilities of 
household equipment and _ supplies 
that could be sold on the salesman- 
delivery-for-cash plan before turn- 
ing attention to such specialties as 
refrigerators, vacuum cleaners, etc., 
which require warehousing, show 
rooms and credit facilities. 


Continue Gift Plan 


The company’s plans for the fu- 
ture provide, first of all, for con- 
tinuation of the practice of making 
a good will gift. This is considered 
the most potent factor in increasing 
sales from less than a million in 1917 
to the present $14,000,000. 

The method to be employed in 
building sales from the gift is de- 
scribed in detail in the new “Fuller 
Demonstration Manual.” This 96- 
page booklet contains the fruits of 
two decades’ experience in direct 
selling. 

The savoir faire of the Fuller men 
who study it is due to its instruc- 
tions for meeting every situation, as 


New Lines to Boost 
1932 Fuller Brush 


Sales by $4,000,000 


well as an outline of the principles 
of selling to be followed by the sales- 
men, 

The manual specifies that the 
cards good for the gift brush are to 
be handed out personally by the 
salesman between five and six o’clock 
in preparation for his next day’s 
work. Mail distribution has been 
tried more than once with disap- 
pointing results. 

When the housewife answers the 
bell, the salesman is to hand her the 
ecard, saying: 

“Good evening. I will call tomor- 
row and do just what the card says.” 

On redeeming the card the follow- 
ing day, the salesman says: 

“‘Good morning. You received 
the card. (Shows card.) Kindly 
get the card and I will redeem it 
for you.’” (Starts to walk in.) 


Aids to Dickering 


The booklet tells the salesman to 
assume a sale once the prospect has 
evinced interest in one or two items 
and to use the dicker method to 
build up the order and close. As 
dicker aids, the company offers a va- 
riety of combination and premium 
deals, and the salesman is advised 
to continue the dickering technique 
on such points as when to make de- 
livery, ete. 

The dickering principle, the book- 
let explains, consists of getting the 
customer to trade her negative deci- 
sion on a minor point with the sales- 
man’s positive decision on a major 
point. 

Fuller salesmen are expected to 
memorize talking points to antici- 
pate possible objections. A common 
criticism of a mop, for example, is 
that it is too heavy. Consequently, 
in calling the prospect’s attention to 
this item, the salesman is expected 
to say: 

“You don’t like a heavy mop, do 
you? Notice how large and light 
this mop is.” 

The manual tells salesmen how to 
meet the frequent objection, “But 
my husband will object.” 

Beginning with a general state- 
ment on how her husband runs his 
business and she runs hers, the 


(Continued on Page 14) 


wise will be of the standard type. 


Last Minute News Flashes 


Advertising Newsreel Starts August 28 


New York, July 17—Kinograms, which has been issuing newsreels for 
12 years, will inaugurate advertising newsreels August 28. The plan is to 
include a single advertising subject in each bi-weekly release, which other- 


Both straight sound and synchronized subjects will be offered, the syn- 
chronization to be a running descriptive talk by a commentator. Kino- 
grams says 3,000 members of the Allied States Association of Motion 
Picture Exhibitors have signed five-year contracts for the new feature. 


“World’s Work” Reduces Advertising Rates 
New York, July 17—(By wire)—Following the lead of “Pictorial Re- 
view,” “World’s Work” has announced 
tising rates, effective with its September issue. 


a 28 per cent reduction in adver- 


“Cosmopolitan” Offers Innovation in Color 


New York, July 17—Cosmopolitan Magazine has developed a new 
method of handling color, by which it offers two or three extra colors at 
the regular rate for black. It is also offering color in fractional pages. 


POLK LAUNCHES 
NEW NATIONAL 
CENSUS OF OWN 


To Interview Heads of 11,000, 
000 Families 


Detroit, Mich., July 16—With the 
completion of a study of Pittsburgh, 
R. L. Polk & Co., world’s largest pub- 
lishers of city directories, have be- 
gun the creation of a gigantic card 
index to the buying habits of the 
urban residents of the United States. 

This will provide national adver- 
tisers with the most comprehensive 
and unbiased information ever ob- 
tained, according to the company. 

The compilation of the facts for 
the national market study is in the 
hands of Emerson B. Knight, who 
retired from Emerson B. Knight, 
Inc., of Indianapolis, to head the 
Consumer Research Division of the 
Polk Company. The national study 
will involve interviewing 11,000,000 
families in the 1,280 cities and 
towns with a population of 25,000 
and more. 

The study, which will yield exact 
basic information on the humanics 
of the national market—how, when 
and why the ultimate consumer 
spends his dollar—will require three 
years and a large corps of experts. 
The 4,000 enumerators will ask 90 
questions of the 11,000,000 families, 
in addition to the regular informa- 
tion required for the directory in 
each city. 

The census is heralded as an un- 
biased mechanical tabulation of 
what people have to say of their 
buying habits, collected from the 
women heads of family groups. 


Scope of Survey 


President Polk said his company’s 
census will show buying power, na- 
tivity and sex, by families and 
neighborhoods; types and ages of 
residences, ownership by makes and 
ages of radios, electric refrigerators, 
vacuum cleaners, electric washers 
and phonographs and preferences by 
brands for canned goods, coffee, 
bread, soap, cigarettes, tires, gaso- 
line, motor oils and other commod- 
ities. 

“The study will enable us to show 
the number, make and age of auto- 
mobiles and whether they were pur- 
chased new or used; the extent and 
volume of life insurance coverage, 
the rank in consumer acceptance of 
department stores, groceries, drug, 
electrical, shoe, furniture, men’s 
clothing and women’s apparel stores. 
Twenty-six lines of merchandise will 
be covered. 

“Moreover, we will be able to re- 
veal the proportion of buying of 
typical merchandise in specific price 
zones, and the extent of instalment 
buying of each product. 

“We will be able to indicate the 
family coverage and the economic 
characteristics of readers of news- 
papers and magazines as well as the 
numbers of listeners to radio sta- 
tions and the hours and programs 
they prefer. 

“Armed with the facts developed 
in our studies, a daily newspaper 
will be able to show how many 
women and girls reside in its mar- 
ket, their attitude toward any par- 


ticular store, and how much money 
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they spend for apparel and in what 
price lines. 

“The study will also indicate the 
number and kinds of prospects in 
any market for a particular type 
of product, its position in the mar- 
ket with relation to competitors, the 
way in which people in that market 
buy that product and how much they 
spend.” 


More Exact, Claim 


The 1930 government census in 
Pittsburgh identified 15 nationalities 
resident in that city, but the Polk 
census, just completed, identified 30 
distinct nationalities, the company 
said. 

“Detroit has been heralded as a 
city with a large transient popula- 
tion, surging in or out of the city 
as the activities of the motor plants 
expand or contract,” said Mr. Polk. 
“Our study in Detroit showed that 
89 per cent of the population lives 
in family groups. 

“Detroit also was believed to have 
an abnormally high percentage of 
foreign born, yet we found that De- 
troit, with 7 per cent native born 
population, had the same share of 
foreign born as the average of 14 
cities showing an accurate cross- 
section of the urban population of 
the nation.” 

In tabulating information as to 
income, the population has been di- 
vided into 14 general classes from 
executives down to common labor- 
ers, each class being given its own 
rating in buying power. 

In turn these buying divisions were 
grouped into three classes. A, the 
upper buying power group is shown 
in Detroit, for instance, to represent 
6.64 per cent of the population; B, 
the middle class group, 69.17 per 
cent of the population, and Class C, 
the lower buying group, the re- 
mainder. 


Zepp Makes Page 1 


for the Last Time 
The Goodyear Zeppelin Mayflower 
made Page 1 of the newspapers for 
the last time July 13 when they 
— its destruction in Kansas 
ity. 
Another Goodyear Zeppelin is now 
touring New York State in behalf 
of Enna Jettick shoes. 


PLYMOUTH USES 
CLUSTER OF 7 
POSTER PANELS 


Located Across the Street from 
General Motors 


Detroit, Mich., July 16.—Consid- 
erable comment has been caused by 
the location of a cluster of seven 
poster panels advertising the new 
Plymouth car on Grand Boulevard 
directly opposite the General Motors 
building. 

As the Chevrolet show-room. 
where a large part of the Detroit 
retail business is handled, occupies 
the corner of the building nearest 
the Plymouth display, the Chrysler 
car is being given an opportunity to 
do some highly competitive work 
against Chevrolet. 

While General Motors officials are 
reported to have been somewhat dis- 
turbed at this aggressive presenta- 
tion of a competitive product at 
their front door, it is said on good 
authority that the location was 
offered the General Motors Company 
first and turned down. It represents 
one of the most expensive locations 
in Detroit, with traffic on Grand and 
Cass Boulevards estimated at 75,000 
to 100,000 a day. 


Big Rental Charge 


The seven panels are standard 
structures, and were erected origi- 
nally for the use of a local moving 
picture theater. When this enter- 
prise was taken over by the Publix- 
Paramount interests, the latter de- 
cided it was too expensive a location 
for their requirements and set about 
to sublease it. The monthly rental is 
reported to be in the neighborhood 
of $2,500. 

The Plymouth contract was placed 
by L. C. Myers, who is manager of 
the outdoor department of Adver- 


— 


— 


8 
lt’s 


Such broad 


lives. 


That Counts 


A publication’s editorial policy is the surest 
gauge of the interest of its readers. The maga- 
zines of the Quality Unit are edited not to 
entertain, nor to gratify academic curiosity, but 
solely to inform broad-horizoned men and 
women whose business and community stand- 
ings demand that they keep apace. 


and open mind — receptive to advertising. With 
incomes in the uppermost brackets these men 
and women, 350,000 of them, provide a real 
opportunity to the advertiser. 


Color takes full advantage of this interest, for 
color intensifies the desire to consummate the 
action. And color will sell these people, be it 
travel, motor cars, radios or any other quality 
product that plays a part in their well-rounded 


The Quality Unit 


REVIEW OF REVIEWS 
WORLD'S WORK 
55 FIFTH AVENUE, 


Interest 


interests are indicative of a fair 


FORUM 


NEW YORK CITY 


PLYMOUTH’S SEVEN-PLY POSTER SMASH 


AND UP 


F.0.B. FACTORY 


wn] $535 


How the Plymouth posters look at night. The car shown is a real 


Plymouth and not an illustration. 


tisers, Incorporated, Detroit agency 
which handles all of the Chrysle 
advertising. 

The panels do not carry the regu- 
lar Plymouth paper but have beer 
painted in bulletin style. A Ply- 
mouth car, placed on a_ platform 
directly in front of the outer pane 
is the featured display. Flood-light 
play on it at night. Three different 
medels are shown during the week 
Special police protection has beer 
provided to prevent theft or damage 
to the cars. The entire display is 
illuminated at night. 

The display was shown first July 
6, and will continue for one month 
It is unlikely that the Plymouth 
advertising will be concentrated to 
this extent in one location after that 
time. 


Organize to 
Sell Space on 
Tire Covers 


New York, July 16—Motor Ads 
Incorporated has been formed here, 
with offices at 1819 Broadway, to 
sell advertising space on tire covers. 
A. O. Moss, vice-president, said the 
company has contracted for this 
space on cab fleets in Atlantic City, 
Buffalo, Richmond and other cities. 

The formation of the new com- 
pany was in response to a decision 
reached at the recent convention of 
the National Association of Taxicab 
Owners, according to Mr. Moss. The 
organization decided to satisfy the 
“persistent demands” of national 
advertisers that this space be made 
available for advertising. 

The franchises will be available 
only to. a limited clientele of adver- 
tisers, because of the nature of the 
medium, he explained. 


‘Kroger Net Soars 


The Kroger Grocery and Baking 
Co., Cincinnati chain, reports earn- 
ings of $1.25 on common stock for 
the 24 weeks ended June 30. This 
compares with 12 cents for the first 
half of last year and $1.02 for the 
second half. The number of stores 
has been reduced from 5,411 to 
5,065. 


Wagner Has Agency 


The Wagner Glass Works, New 
York, has appointed Morris & Jones, 
Inc., New York, to advertise its 
chemical glassware. Business papers 
will be used 


Represents “Nature” 
George Gladding, late of People’s 
Popular Monthly, has joined Nature 
Magazine, Washington, D. C. He 


will work in the Detroit territory. 


Circulation Is 
Cut Six, Rates 
Nine Per Cent 


New York, July 16—Pictorial Re- 
view has reduced its guarantee to 
advertisers by the 6 per cent repre- 
sented by its former Canadian 
circulation and announced a reduc- 
tion in rates of about 9 per cent, 
effective with its October issue. 

“Since last October,” said the 
company’s statement, “we have an- 
ticipated the possibility of a pro- 
hibitive tax on magazines going into 
Canada from the United States, 
and have curtailed distribution of 
single copies and suspended all sub- 
scription effort, resulting in a con- 
tinually diminishing circulation in 
Canada. 

“Our Canadian circulation has 
heretofore represented approxiimate- 
ly 6 per cent of our total circula- 
tion. This being the case and be- 
lieving that most advertisers would 
prefer to concentrate their sales 
messages in the United States, we 
announce an adjustment in our cir- 
culation guarantee equivalent to the 
6 per cent that our Canadian cir- 
culation represents.” 

The rate reduction, exceeding the 
decrease in circulation, is the mag- 
azine’s response to resolutions 
adopted by the Association of Na- 
tional Advertisers and American 
Association of Advertising Agencies, 
the statement said. 


Cohen Will Issue 
a New “Everybody’s” 


Alfred A. Cohen, publisher of 
Screenland and Silver Screen, who 
recently purchased the title, Every- 
body’s from the Butterick Company, 
has announced the forthcoming pub- 
lication of a new 10-cent real life 
ony magazine under that famous 
title. 

The new Everybody’s will make 
its appearance from New York 
a! 25 under an October date 
ine. 

Fred R. Levings, Jr., who has 
been associated with the Screenland 
Unit, has been appointed advertis- 
ing manager of Everybody’s. Har- 
old L. Dawson has become adver- 
rnd manager of the Screenland 

nit 


“Radio” Moves 


Radio, which has been published 
in San Francisco, has been moved 
to 415 Lexington Avenue, New 
York. An editorial office will be 
maintained in San Francisco. 

L. D. McGeady has been appointed 
vice-president in charge of the New 
York office. 


GOLDBERGS GET 
PEPSODENT TEST 


Chicago, July 16—“‘The Gold- 
bergs,” who took the air this week 
over an N. B. C. network for the 
Pepsodent Company, Chicago, repre- 
sent a long search for a feature as 
forceful as Amos ’n’ Andy. Harlow 
P. Roberts, advertising manager of 
Pepsodent, has adopted an attitude 
of watchful waiting. He is by no 
means certain that the Goldbergs 
are the answer to his prayer, but he 
is willing to take a chance. 

The Goldbergs have been knock- 
ing around radio stations for some 
time without setting the world on 
fire. But, as Mr. Roberts points out, 
this was also true of Correll and 
Gosden. 

The advent of the new feature, to 
run 15 minutes a day five days a 
week until August 4, when the sixth 
day will be added, does not mean any 
curtailment of the publication ad- 
vertising. The company has had 
a reserve ready to spend on some 
promising campaign. 

Pepsodent toothpaste will be fea- 
tured one night by Amos ’n’ Andy 
and the next by the Goldbergs. The 
same is true of the new antiseptic. 

Mr. Roberts is awaiting with in- 
terest the results of current maga- 
zine advertising offering small cut- 
outs of leading characters in the 
Amos and Andy sketch. As yet, he 
has no idea of how many of the cut- 
outs he will have to order. 


C. F. Chatfield Appointed 
by Browning-King 
C. F. Chatfield has been made gen- 
eral advertising manager of Brown- 
ing, King & Co., New York, in line 
with the new policy of centering all 
advertising in the executive offices. 
Mr. Chatfield is to cooperate for a 
time with the company’s advertising 
agency and will then handle the 
advertising without agency assist- 


ance. 

Mr. Chatfield recently completed a 
special advertising campaign for the 
New York Sun. He was formerly 
with the Fairchild Publications. 


Heads Rotogravure 
The Detroit Times has appointed 
George E. Russell advertising man- 
ager for its new rotogravure sec- 
tion. He has been in the local de- 


partment. 


Directs Truck Sales 
Milton A. Holmes has been ap- 
pointed sales manager of the truck 
division of the Reo Motor Car Co., 
Lansing, Mich. 
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MANUFACTURERS 
ARE PARTIAL TO 
RETAIL CO-OPS 


Federal Trade Commission Re- 
port Shows Why 


Washington, D. C., July 16—Co- 
operative chains made up of retail- 
ers are considerably less interested 
in private brands than co-operatives 
in which wholesalers have a voice, 
the report of the Federal Trade 
Commission on chains showed. 

This report, made at the direc- 
tion of the Senate, was submitted 
to that body July 13. It covered 395 
co-operative chain grocery systems 
with a membership of 53,400 stores, 
which did a volume of between 600 
and 700 million dollars in 1929. A 
report on the centrally owned chains, 
with about 55,000 stores will follow. 

The Commission classified co-op- 
erative chains in two groups, “re- 
tailer co-operatives,” in which re- 
tailers co-operate to perform for 
their own benefit the functions of 
the wholesaler, and “wholesaler-re- 
tailer” co-operatives, in which re- 
tailers associate with a wholesaler. 

The Commission found that the 
former get goods to their members 
on an average gross margin of 5.5 
per cent, while the wholesaler-re- 
tailer co-operatives required 11 per 
cent in 1928 and 11.5 per cent in 
1929. 

The cost of belonging to a retailer 
co-operative was found to be about 
$47.50 a year, and that of belonging 
to a wholesaler-retailer co-operative, 
about $84. The former averaged 
$1,400,000 in sales in 1929, while 
the latter averaged $2,000,000. A 
far smaller percentage of retailer 
co-operatives’ sales was to non-mem- 
bers, however. 


Feature “Leaders” 

The report said both types of 
chains feature well known articles 
at low prices, with newspapers the 
favored medium. The average mark- 
up on these leaders was 1.9 per cent 
for 55 retailer co-operatives and 3.8 
per cent for 96 wholesaler-retailer 
co-operatives. 

“Manufacturers contributed to the 
advertising of both types of co-op- 
eratives,” said the report. 

“The amounts of such contribu- 
tions received by 47 reporting re- 
tailer groups averaged $3,034 per 
co-operative, or 56 per cent of their 
total advertising expenditures. The 
amounts received by 40 reporting 
wholesaler-retailer groups averaged 
only $2,287, or 25 per cent of their 
total advertising expenditures. 

“Although the retailer co-opera- 
tives’ expenditures for advertising 
were substantially less than those 
of wholesaler-retailer co-operatives, 
the allowances they received from 
manufacturers were substantially 
greater per company. 

“Ownership of a private brand 


AT IT 50 YEARS 


NTS 


Richard T. Pendergast, president 
of Nelson Chesman & Co., St. Louis 
agency, who celebrated his 50th 
anniversary with the organization 
July 2. 


line of merchandise constitutes an 
important feature of many co-oper- 
ative grocery chains as well as of 
several of the national or sectional 
co-operative organizations. 

“A little over half of the retailer 
co-operatives reporting have their 
own private brands, as against 85 
per cent of the wholesaler-retailer 
co-operatives. 


Belong to Jobber 


“In the wholesaler-retailer type 
of co-operative, the private brand 
lines belong generally either to the 
wholesaler, who adopted them in 
most cases prior to the organization 
of his co-operative chain, or they 
belong to the national or sectional 
co-operative organization of which 
he is a member. 

“The average number of private 
brand items carried by the whole- 
saler-retailer co-operatives is nearly 
six times the number carried by re- 
tailer co-operatives. About two- 
thirds of the wholesaler-retailer co- 
operatives and about one-third of 
the retailer co-operatives report a 
higher mark-up on private brand 
goods than on nationally advertised 
goods. 

“A larger proportion of retail 
members of wholesaler-retailer co- 
operative organizations than of re- 
tailer co-operatives also reported 
that their mark-ups on _ private 
brand goods were higher than on 
nationally advertised brands. No 
marked difference was reported by 
the two types of co-operatives in 
their price policy on private brands 
as compared with nationally adver- 
tised brands.” 

Of the wholesaler-retailer organ- 
izations reporting, 72.7 per cent 
proposed to increase the number of 
their private brands; while only 47.1 
per cent of the retailer organiza- 
tions expected to adopt a similar 
policy, the report said. 


BY LAND 


AND SKY 


we 
“sc tc 
os 


> 


The Skelly Oil Company is 
at an angle of 45 degrees to reach air as well as land travel- 
ers. This sign is stationed near the municipal airport at 
Tulsa, Okla. 


KELLY AS. 


*, 


tilting its outdoor structures 


Wholesalers’ 
U. S. Volume 
Is 70 Billion 


Washington, D. C., July 15.—Cen- 
sus of Distribution figures show that 
the annual volume in the United 
States through all wholesale types of 
establishments is $69,628,448,061. 
This almost equals the gross value 
of manufactured products, is about 
six times the gross income from 
farm production and exceeds the 
volume of retail business by nearly 
$20,000,000,000. 

The difference between wholesale 
and retail volume is explained by 
the fact that wholesale business in- 
cludes exports made by wholesale 
establishments, sales to industrial 
consumers, and involves duplication 
in handling at various stages of the 
movement of goods. 

The retail business includes sales 
to ultimate consumers only. The 
Census figures show, however, that 
more than 50 per cent of the whole- 
sale total is accounted for by the 
sales of wholesale merchants of the 
usual type. 

There are 169,888 wholesale estab- 
lishments of all kinds in the 48 
states and the District of Columbia. 
In addition to wholesale merchants 
of the usual type, these establish- 
ments include brokers, manufactur- 
ers’ sales branches, bulk tank sta- 
tions, selling agents, exporters, 
country buyers of farm products, 
and newer types of wholesalers such 
as cash-and-carry houses, drop 
shippers, wagon distributors, etc. 

This total includes sales made by 
wholesalers to consumers at retail, 
but does not include wholesale busi- 
ness done by retailers. Neither does 
it include more than $11,000,000,000 
of sales made by manufacturers di- 
rect from their plants to retailers, 
nor the more than $16,000,000,000 
of sales made from manufacturing 


plants direct to industrial con- 
sumers. 
Poor Richard Names 


Its New Committees 

Louis W. Wheelock, Stephen F. 
Whitman & Son, has been appointed 
chairman of the finance committee 
of the Poor Richard Club, Philadel- 
phia. Other committee chairmen: 

House, Howard C. Story, Story, 
Brooks & Finley, Inc.; membership, 
David Ezekiel, Modern Merchant & 
Grocery World; membership promo- 
tion, George C. E. Raley, Charles 
Paist Co.; Thursday luncheon, John 
B. Geraghty, Geraghty Advertising 
Agency; program, Norbert A. Con- 
sidine, Paper House of Pennsyl- 
vania; 

Franklin Day ceremonies, Fred 
G. Jones; welfare, Harry C. Kahn, 
Harry C. Kahn & Son, Inc.; Frank- 
lin Memorial, H. Ennis Jones, of 
Franklin Trust Co.; Almanack, 
Andrew C. Kunkel, Bell Tele- 
phone Company; publicity, George 
E. Schabacher, Pennsylvania Rail- 
road Co.; Price school, Charles 
Blum, Blum Advertising Agency; 
by-laws, Charles A. Stinson, Gatchel 
& Manning, Inc.; library, Elwood B. 
Chapman; real estate, Charles L. 
Asam, Asam Bros.; insurance, 
George B. Donnelly. 


Tire Business Better 

The Seiberling Rubber Company, 
Akron, O., earned $112,000 in June, 
while General Tire and Rubber 
Company declared a 75-cent quar- 
terly dividend on common stock. . 
F. O’Neil, president of General, said 
“business is better.” : 


Form Service Bureau 


to Help Publishers 


The Publishers Service Bureau, 21 
E. Van Buren Street, Chicago, is 
offering a new service to publishers. 

It will analyze needs of clients, in 
addition to other help. A. A. Morvay 
is director. 


Form New Agency 


The Driarke Company has been 
formed in Milwaukee to engage in 
an advertising business. Incorpo- 
rators are E. D. Driscoll, D. T. 
Clarke and George Schutt. 


Joins “Parents’ Magazine” 


After service with Screenland and 
Liberty, E. Philip Willcox has joined 
the sales staff of Parents’ Magazine, 


New York. 


No. 71 of a Series 


R. ALFRED 
ARCOURI 


2 ONCE MADE A 


x SPEECH 
> 


Mr. Alfred Harcourt of Harcourt, Brace & Co., once 
made an address before an advertising agency staff. They 
wanted to know how he got people to read books. He 


told them this: 


44 There are in any community, or in any circle of people, 
persons whom | would call opinion-makers. Each of you 
must know some one in your circle who is either an 
active opinion-maker; that is, he either comes to you and 
says, Have you read this? If not, you must get it,’ or he 
is the passive kind to whom you go and say, ‘How is So- 
and-So’s new book?’ or ‘What is good to read now?’ or 


‘How about the new biography?’ 


4 \t is these opinion-makers on whom the publisher has to 
depend. If you can get the readers of the Boston Tran- 
script and of The Herald reading one of your books, you 
do not have to do anything more in the Boston metro- 
politan area, because they see to it that every one else 


there who will enjoy that book gets it. 


Jf \t is a perennial argument, you can talk about it as much 
as you please: should you advertise to the opinion-makers, 
or should you advertise to everybody? ..... | think if 
you have a product that has anything like the quality in it 
that a book has—if it requires some special appreciation 
of quality or if it is a new idea, like the safety razor—the 
thing to do is to advertise it to the opinion-makers. After 
you once get started, all you have to do is remind people 
of the title—you do not have to argue with them, for 
their friends are all arguing about it.” 

After pasting that up, we knock off work for the day. 
Smart as we are, we could stir up our overwrought brains 
from now till next Whitsuntide without being able to 


write a better advertisement for Scribner's Magazine. 
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Why Advertising Accounts Leave 
Home 


Whenever an important advertis- 
ing account changes hands, there 
are always comments and rumors 
which are intended to account for 
the selection of the new agency on 
some basis other than merit. 


The man who landed the account 
is a fraternity brother of the new 
sales manager of the advertiser, it is 
explained; or So-and-so, of the 
client’s organization, has social ambi- 
tions which Such-and-such, of the 
agency, can help him to satisfy; or 
the president of the company liked 
the golf swing of the advertising 
agent; and so on. 


While conceding that personal con- 
siderations sometimes affect the 
placing of important advertising ac- 
counts, ADVERTISING AGE believes 
that in 1931, especially, the primary 
factor has been the desire of those 
with money to spend for advertising 
to get the utmost of value for their 
dollars. 


In this respect they are like all 
other buyers of today, and, like them, 
they have reason to feel disappointed 
if the extra value has not been 
forthcoming. It certainly has been 
possible for any advertising agency 
worthy of the name to give its clients 


greater value than they have enjoyed 
in a good many years. 


The agent who has been content 
to ride along, and to revamp last 
year’s campaign with the idea that 
it will do very well in 1931, probably 
is among those who have been ex- 
plaining the sinister reasons back of 
the transfer of their pet accounts to 
other agencies. 


We have noticed, too, that the 
agencies which are winning new 
laurels in 1931 are not all large 
agencies. One or two organizations 
noted for original ideas rather than 
size have been startling the adver- 
tising world by their dexterity in 
putting new and important accounts 
on their books. Hence it is no longer 
true, as it was once supposed to be 
true, that a small agency cannot 
hold business against the competi- 
tion of larger rivals. 


Advertising accounts which are 
changing hands this year are doing 
so in most cases in order to get 
advertising with new ideas, new mer- 
chandising values and new sales- 
making possibilities. Agencies which 
are capable of producing advertis- 
ing of that caliber will hold their 
old accounts and add new ones. 


i A 
——— 


Sales Promotion for the Professional 
Brother 


Any professional man will tell you, 
with sadness equalled only by his 
sincerity, that he would have made 
a million if he had gone into busi- 
ness; and regret the limitations 
which prevent him from using his 
talents for sales promotion to at- 
tract clients to his door. 


There are various and sundry 
methods of publicizing, if not adver- 
tising, professional ability, as the 
columns of the medical, dental and 
other professional journals attest. 
They do not cost anything, but they 
are valuable only within the group, 
and fail to reach those on the out- 
side who might easily be interested 
in the services of the professional 
man. 


Many manufacturers who have the 
ear of the public through their ad- 
vertising are likewise desirous of 
obtaining professional co-operation 
and endorsement, and have recip- 
rocated by including in their adver- 
tising copy a kindly reference to the 
services of the profession in which 
they are interested. The plan has 
been so generally approved as to be 
extended to retail druggists, plumb- 
ers, automobile repairmen and prac- 


tically all others who must play a 
part in the distribution and use of 
the advertiser’s product. 


It has remained for the Pepsodent 
Company, however, to put a real 
sales promotion hook into its pro- 
fessional endorsement copy. Its 
present plan of awarding an Amos 
’n’ Andy cut-out to the parent who 
reports having taken his children to 
the dentist for professional service, 
is an idea which is perfect of its 
kind. It not only carries the regula- 
tion boost for the profession which 
is employed by most dental adver- 
tisers, but it is individual sales pro- 
motion as well, and gives the com- 
pany a record of those who have 
been the recipients of the practical 
benefits of the plan. 


If the idea works as well as its 
cleverness justifies, there will not 
only be an increased demand for 
this sort of co-operation by manu- 
facturers, but it may even lead to a 
decision on the part of a good many 
professional groups to develop some 
plan which will permit them, at will, 
to apply modern sales promotion to 
the sale of the services which they 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


275. St. Petersburg, Florida. 


In this folder in color, the St. 
Petersburg Times and the Evening 
Independent have co-operated to pro- 
vide a picture of the market, as rec- 
ommended by the Bureau of Adver- 
tising, A. N. P. A. While St. Peters- 
burg is described as: an important 
city in its own right, the possibilities 
are doubly interesting because win- 
ter guests spend $30,000,000 every 
year. Copies of the folder may be 
obtained from the Theis & Simpson 
Co. or the Thomas F. Clark Co., na- 
tional representatives. 


276. Odd MelIntyre’s Epicurean Di- 
rectory. 

Cosmopolitan has come to the 
rescue of advertising men who visit 
New York occasionally with this di- 
rectory of where and what to eat. 
“Here,” comments the pocket-size 
volume, “is the garnered wisdom of 
a man who knows New York as few 
others have known it.” If you crave 
spaghetti, Vincent Sardi’s is the 
place to get it, according to Mr. 


McIntyre. Other specialists are 
identified. 
277. The Review of Reviews in 
Atlanta. 


This is the second of a series of 
analyses of readers of Review of 
Reviews, the first covering Youngs- 
town, O. A credit company handling 
7,000,000 reports annually surveyed 
the entire Atlanta subscription list, 
then submitting the findings to 
certified public accountants for 
verification. The report, issued as 
“A Market Audit of Circulation” 
shows the high standing and afflu- 
ence of readers. 


278. Second Price-Waterhouse 
Radio Survey. 

This radio survey made at the 
instance of the Columbia Broadcast- 
ing System is claimed to be the most 
comprehensive yet attempted, with 
400,000 questionnaires sent to lis- 
teners in 69 cities. The returns, 
according to this handsome book, 
indicate a victory for Columbia over 
its competitors in the radio field. 


247. The Collegiate Salesman. 


The new edition of this brochure 
published by the Collegiate Special 
Advertising Bureau, Chicago, gives 
a complete list of the 718 college 
and preparatory school papers that 
accept advertising, classified by lo- 
cation, male and female circulation, 
frequency and period of publication, 
etc. There are supplementary lists 
for such groups as fraternity, hu- 
morous and color publications. The 
list of college dailies shows the 38 
papers published by state univer- 
sities have a total circulation of 
321,000. : 


21. The Hospital Field. 

Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 
on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 


offer individually and collectively. 


with that of other mediums. 


THE WALLFLOWERS 


i 


‘ 
a 


F — a :. 


—Men’s Wear 


Voice of the Advertiser 


Says Wrigley Created 
“Next Smoke” Slogan 


To the Editor: P. K. Wrigley has 
asked us to take up with you the 
statement which appeared in “Rough 
Proofs” of July 11: 


“*Wrigley’s makes the next smoke 
taste better.’ 


“Beech-Nut ought to feel properly 
flattered at having its new slogan 
taken over by such a distinguished 
and successful advertiser as Mr. 
Wrigley. 

“Or perhaps, in view of Mr. Wrig- 
ley’s standing in the baseball world, 
the adoption of the Beech-Nut copy 
idea will be recorded as a stolen 
base.” 


We consider this an entirely un- 
true reflection on the Wrigley adver- 
tising, in as much as the Wm. Wrig- 
ley Jr. Company used this slogan 
first in 1914, and for several years 
thereafter. 


This slogan and practically every 
other one that Wrigley has used has 
been appropriated by competitors, 
but that does not make it their 
property. 


P. C. HARPER, 
J. Walter Thompson Co., 
Chicago. 
* * * 


Another Claimant 


To the Editor: We note the first 
paragraph in “Rough Proofs” of 
July 11, with reference to chewing 
gum slogans. 

Just as a matter of interest and 
to keep the record clear, we are en- 
closing a series of proofs of adver- 
tisements written in 1929 and which 
appeared during that year in South- 
western newspapers. 

This indicates that perhaps our 
client is being flattered by both 
Wrigley and Beech-Nut. 

RAYMOND P. LOCKE, 
Vice-Pres. and Treasurer, 
Tracy-Locke-Dawson, Inc., 


Dallas, Texas, 
* * * 


“Detroit News” Uses 


Autogiro for Utility 

To the Editor: Our attention has 

been called to a paragraph in your 

issue of July 11, headed “Five Ad- 
vertisers Invest in Autogiros.” 


This would indicate that The De- 


HOW ORBIT DID IT 


The Listerated flavor cools and 
soothes the throat and freshens 
the taste. 


© Wm. E. Easterwood, Jr., Co. 
Distributors, Dallas, Texas 


troit News was one of those concerns 
which followed the lead of the 
Beech-Nut Packing Company and 
Amelia Earhart in the use of an 
autogiro for publicity purposes. 

We believe the transcontinental 
flight of Amelia Earhart for the 
Beech-Nut Packing Company oc- 
curred in May or June of 1931. The 
News autogiro was delivered in Feb- 
ruary. According ‘to the Pitcairn 
Company, from whom we purchased 
it, The News autogiro was the first 
airplane of its kind purchased for 
commercial use. 

The autogiro of The Detroit News 
was not bought for publicity pur- 
poses, as indicated in your story, but 
for news gathering and photography. 
It is in almost constant duty of this 
nature. 


W. H. Moore, 
Mgr., General Adv. Dept., 
Detroit News. 
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HONOR TROUP 
AT LUNCHEON 


Chicago, July 16.—Paul V. Troup, 
who recently resigned as head of the 
media department of Lord & Thomas 
and Logan, was the guest of honor 
at a luncheon at the Tavern Club 
July 13. All of the 100 present 
agreed with C. J. Harrison, Western 
manager of Photoplay and president 
of the Agate Club, that Mr. Troup 
is too young to quit business. 

Mr. Troup was presented with a 
testimonial signed by those present. 
Several telegrams were read. 

Other speakers were P. L. Hen- 
riquez, president of the Newspaper 
Representatives Association of Chi- 
cago; O. C. Harn, managing director, 
Audit Bureau of Circulations; Col. 
A. F. Lorenzen, president of Loren- 
zen & Thompson; Homer J. Buckley, 
president, Buckley, Dement & Co., 
and George J. Noee, secretary-treas- 
urer of Cone, Rothenburg & Noee. 


Mr. Henriquez confessed that he 
started his advertising career as an 
office boy for Lord & Thomas, one 
of his first feats being to lose some 
plates en route from the electro- 
typer to the office. Instead of dis- 
charging him, Mr. Troup, he related, 
told him not to worry and recovered 
the plates by inserting a classified 
ad in the Chicago Daily News. 


Recalls Early Days 


Mr. Troup spoke briefly of the 
early days of Lord & Thomas. 

“When I joined the agency,” he 
said, “it occupied two rooms, one of 
which was a file room. There were 
10 persons in the organization. A 
circulation of 50,000 was rare. 
There was no Saturday Evening 
Post, no Collier’s and no Literary 
Digest. Butterick’s was the only one 
of the present-day crop of magazines 
then in the field. 


“Copy often ran for a year or so 
without change. In the case of a 
railroad advertisement, we let it run 
until the publishers beseeched us to 
send a new plate because the old one 
was about to disintegrate.” 


Mr. Troup said this indicated the 
gigantic strides taken by advertising 
and he urged his audience to con- 
tinue to improve mediums and meth- 
ods. 


The luncheon was under the 
auspices of the Agate Club, News- 
paper Representatives Association 
and Chicago Post of the American 
Legion. Vernon Beatty, of Williams 
& Cunnyngham, commander of Chi- 
cago Post, presided. 

Mr. Troup will be the guest of 
honor at another luncheon at the 
Tavern Club July 21, Guy S. Osborn, 
widely known newspaper representa- 
tive being the host. 


Win with “Red Hat” 

The Independent Oil Men of 
America, Chicago, report they have 
been granted the right to register 
“Red Hat” as a trade-mark. The 
organization is querying members as 
to whether it shall continue legal 
action on two other points. 


Add Foreign Accounts 

The Stockholm office of Erwin, 
Wasey & Co., has added 11 new 
accounts, leading European branches 
in that respect. The Copenhagen 
office has secured five new accounts; 
the Rotterdam office, two, and Milan 
and Oslo, one each. 


To Give Scholarship 


An annual scholarship, providing 
a college course in advertising for 
some deserving youth, is to be 
awarded by the New Haven (Conn.) 
Advertising Club. It is also planned 
to award two prizes a year for the 
best newspaper advertisements 
written by club members. 


Baltimore Agency Growing 

Arthur V. May, for many years 
copy executive for Lever Bros., and 
lately connected with the European 
headquarters of Erwin, Wasey & 

.. Ine., London, has joined the 
copy department of Van Sant, Dug- 
dale & Corner, Inc., Baltimore. 


GETS TESTIMONIAL 


Paul V. Troup 


CONFERENCE ON 
BUILDING MAY 
AFFECT COPY 


Washington, D. C., July 9.—While 
the work of the President’s Confer- 
ence on Home Building and Home 
Ownership is far from complete, it 
has progressed sufficiently to indi- 
cate it will exercise a powerful in- 
fluence on advertising of the future. 

In initiating this project last 
August, President Hoover expressed 
a desire to encourage home owner- 
ship, both in town and country. 

Since that time, the enterprise has 
daily taken on a more significant 
aspect until it is fair to surmise that 
before the copywriter of the future 
does his work, he will call for a copy 
of the recommendations of the Pres- 
ident’s Conference. 

The Conference has appointed 25 
fact-finding committees. Miss Effie 
Raitt, of the State of Washington, is 
chairman of the committee on farm 
and village housing. This committee 
is studying house structure and 
arrangements in relation to essential 
household operations. 


To Formulate Standards 


It will recommend standards for 
housekeeping materials and finishes, 
scheduling of household tasks, tools 
and processes and uniform purchase 
and accounting procedure. 

The committee on home furnishing 
and decoration is headed by Ruth 
Lyles Sparks, of New York City. 
The committee is made up of in- 
terior decorators as well as home 
economists. It is studying incomes 
and budgets in their relation to home 
furnishings. It is analyzing produc- 
ing and marketing conditions in the 
furniture and furnishings industries 
and scanning the practice and prin- 
ciples of professional interior decora- 
tion. 

Another committee is studying 
kitchens and other work centers. It 
will make reports under the follow- 
ing headings: “Requirements for 
Working Areas in Modern Houses,” 
“Efficiency of Work Areas and 
Equipment,” and “Building Problems 
Related to Work Areas.” 


Van Heusen Reduces Prices 


The Phillips-Jones Corporation 
announces reductions in the whole- 
sale price of Van Heusen collars 
which will enable them to be sold by 
the retailer at 25 cents, effective 
August 1. Consumer advertising of 
the reduction is planned. 


Gillette Revamps Plart 


The plant of the Gillette Safety 
Razor Co., Boston, is to be closed at 
the end of July to enable the com- 
pany to consolidate its manufactur- 
ing equipment with that of the 
Getactrep Safety Razor Co. in New 

ork. 


He travels farthest 


who travels alone 


e The heights of individuality lie at the end of a narrow path...a path best traveled alone 


“Reaching the Trade”, in the 


addresses on wrappers are necessary. This 


is one form of circulation. 


But where circulation ends, READER INTEREST 


suring circulation in terms of this READER 
INTEREST. They are regarding the count of 


copies distributed as only a vehicle upon 


Turn to a Hearst Business Magazine. In any 


one of them, you as a layman will find your 


field is a simple process. Only names and 


begins — and today’s advertisers are mea- 


which reader interest is carried. 


trade paper 


in their work. 


travel alone 


attention held. That is reader interest. 


The secret is simple. Though druggists, ar- 
chitects and automobile men may be scien- 
tists, engineers and technicians — they are 


primarily human beings. There is romance 


Finding and treating with this 


romance in the most human way possible 


is the surest way of holding READER INTEREST. 


A difficult thing to do? 


That is why we publish BUSINESS MAGAZINES 


instead of Trade Papers. That is why we 


- Hearst 


Business Magazines 


e MOTOR ¢ AMERICAN DRUGGIST 
e AROMATICS eee 57th STREET AT EIGHTH 


© AMERICAN ARCHITECT e 
AVENUE © NEW YORK * N® Y @ 


Set Standards 
for Advertising 
by Television 


New York, July 16.—Early com- 
mercial television will deal with the 
transmission of major news events 
and the radiation of celebrities as 
they appear before the photo-electric 
cells. It will not be permitted to 
become an ethereal deluge of trade- 
marks and the envisioning of new 
automobile models, canned goods, or 
the latest in diamond tiaras or fry- 
ing pans, according to Douglas 
Rigney, chairman of the executive 
board of the Shortwave and Tele- 
vision Corporation of Boston, who is 
on a visit to New York. 


Mr. Rigney said that while spon- 
sored programs will indirectly pro- 
vide part of the revenue which will 
support the tremendous expense of 
maintaining and operating television 
stations, the new television industry 
has taken full heed of the evils as 
well as the merits attached to com- 
mercial sound broadcasting, and the 
strictest censorship will be applied 
in handling of television program 
material. 


For many months, Mr. Rigney 


said, the transmissions will be con- 


fined to news events, and later, he 
believes, sponsors will advertise in 
subdued form. 

“Advertising in television will set 
new standards of dignity,” Mr. Rig- 
ney asserted. 


Form New Promotion 


Agency in New York 
Calkins, Shinnick & Borders, Inc., 
has been formed in New York to 
specialize in publicity and sales pro- 
motion. Offices are in the Chanin 
building. 

W. C. Calkins III, formerly with 
the Crowell Publishing Co., is presi- 
dent; Harry A. Shinnick, former 
publicity director of Calkins & Hol- 
den, treasurer; and Irvin Borders, 
late of Geare-Marston, Inc., secre- 
tary. 


Flxible Bus Orders Up 


The Flxible Company, Loudon- 
ville, O., reports an increase in 
orders for its motor coaches for 
June of 25 per cent over any pre- 
vious month in its history, the total 
including both Flxible Buick-pow- 
ered buses and the company’s ambu- 
lances and funeral cars on Buick 
chassis. 


Joins Tulsa Agency 


Charles L. Haynes has been ap- 
pointed vice-president in charge of 
merchandising of the Mills - Wolf 
Corp., Tulsa, Okla. 


Macfadden Buys Papers 

Radio News, Amazing Stories, 
Complete Detective Novel, Complete 
Wild West and the Amazing Stories 
Quarterly, formerly published by the 
Radio Science Publications, Inc., 
New York, have been acquired by 
the Macfadden Publications. 

The Peck Publishing Corporation 
has been formed as a subsidiary to 
publish the magazines. W. P. Jef- 
fery, who continues as advertising 
manager of Radio News and Amaz- 
ing Stories, is vice-president of the 
Peck Publishing Corporation. 

Science and Invention, also for- 
merly a Radio Science publication, 
has been acquired by Popular Me- 
chanics and the two publications will 
be merged effective with the Septem- 
ber issue. 

Screen Book, another of the Radio 
Science group, has been purchased 
by the Fawcett Publications, Inc., 
yew York, effective with the Septem- 
ber issue. 


Publisher on N. J. Court 


James S. Kerney, editor and pub- 
lisher of the Trenton (N. J.) Times, 
has assumed office as a lay membér 
of the Court of Errors and Appeals, 
under appointment by the Governor. 


Get Lavoris Account 


The Lavoris Chemical Co., Min- 
neapolis, has appointed Blackett- 
Sample-Hummert, Inc., Chicago, as 
advertising counsel. 
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SURVEYS SHOW 
ROTOGRAVURE’S 
RANK IN FIELD 


Stuart Cowan Discusses Use 
of This Medium 


New York, July 16.—The rank of 
various sections of Sunday news- 
papers in interest was given by 
Stuart D. Cowan, president of 
Cowan & Dengler, Inc., in an ad- 
dress before the New York Times 
Class in Newspaper Advertising. 

Mr. Cowan discussed “Rotograv- 
ure Advertising from the Buyer’s 
Viewpoint.” 

The figures were obtained in a re- 


cent survey by the Times. The re- 
sults: 
MEN 

Most 

Interesting 

Sections Read 

Section Thoroughly 
PBirst News occccccccccccccneeccceesssernsn 84.3% 
Rotogravure Pictures ............. 64.3% 
Second News 56.1% 
Magazine 55.1% 
Editorial, Special Features..42.6% 
OS ae 41.4% 
Sports 35.1% 


Science, Radio, Aviation.....28.8% 
Drama, Music, Art, 


Fashion 18.8% 
WOMEN 

Most 

Interesting 

Sections Read 

Section Thoroughly 
First News 83.7% 
Rotogravure Pictures ............71.8% 
Magazine 69.0% 
Book Review 2-2... 62.6% 

Drama, Music, Art, 

I 58.9% 


Editorial, Special Features..42.1% 
Second News 34.0% 
Science, Radio, Aviation......... 17.7% 
Sports 

Mr. Cowan said the New York 
Times was the first to adopt roto- 
gravure as a regular section. In 
that year, 1914, the Boston Herald, 
Detroit News, New York Herald, 
Philadelphia Ledger and St. Louis 
Post-Dispatch followed suit. 

Today, 78 newspapers in 55 cities 
have such sections, making roto- 
gravure available to a circulation of 
14,200,000. 

Mr. Cowan listed the following as 
the largest annual users of roto- 
gravure space: 


Lines 
Fleischmann’s Yeast ................ 530,000 
Hudnut Products ............. ....400,000 
Canada Dry Ginger Ale... 390,000 
Coty’s Products 360,000 


Sheaffer’s Pens and Pencils..230,000 


Van Dyck Cigars... 200,000 
Ovaltine 190,000 
Marmola 165,000 
Gedlisten Rugs 160,000 
Pond’s Beauty Preparations..155,000 
Clicquot Club Wt ..155,000 
Kohler’s Products (plumb- 

ing) .. 155,000 
Simmons Products 135,000 
Cohen-Goldman Products 

(knittex) 135,000 
Beechnut Coffee 135,000 
Lincoln 125,000 
Lehn & Fink, Ine... 100,000 
Ambrosia 80,000 
Matrix Shoes 80,000 
PM OREROO 70,000 


Discussing variations in rotograv- 
ure milline rates, Mr. Cowan said 
the average for the country is $3.65, 
with a low of $3.38 in cities of over 
1,000,000 and a high of $5.38 in 
those under 100,000. 


Growth of Rotogravure 


He quoted two surveys to indicate 
the growth of rotogravure. The 
first, made by The Saturday Eve- 
ning Post for 1925, showed that only 
25 per cent of advertising was illus- 
trated. photographically, while in 
1929 40 per cent was illustrated in 
thiseway. * 

A survey by Underwood & Under- 
wood in 1930, covering 26 leading 


COMPARISON OF RATES 
FOR NEWSPAPERS % MAGAZINES 
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Cosr Per 1000 CiRCULATION 


Rate study by Cowan & Dengler, Inc. 


magazines, showed the percentage to 
have risen to 50. 

“Many advertisers,” he said, “are 
confronted with a serious problem 
in providing sufficient advertising 
pressure in the larger cities to 
secure sales volume commensurate 
with the purchasing power and re- 
ceptivity of these markets. 

“A chart of magazine circulation 
shows that it reaches its peak of in- 
tensity—percentage of families cov- 
ered—in cities ranging from 15,000 
to 200,000. The majority of the 
magazines reach their peak of in- 
tensity in cities of 50,000 to 100,000. 

“Thoroughness of magazine cov- 
erage, therefore, falls off in the 
larger cities as well as in the smaller 
towns and rural districts. This in- 
dicates an opportunity to use roto- 
gravure effectively in conjunction 
with magazines. 

“Specifically, in New York, Chi- 
eago and Philadelphia, strong roto- 
gravure campaigns would reach 60 
per cent or more of all the families. 
Elsewhere rotogravure can be used 
to reach from 50 to 90 per cent of 
the families. 


“Thus, the proper balance be- 
tween rotogravure advertising and 
magazine advertising is a question 
which deserves the attention of ad- 
vertisers interested in the analysis 
of sales volume compared with buy- 
ing power. 

“In one case 80 per cent of the 
appropriation in magazines and 20 
per cent in rotogravure may be the 
ideal plan. In another case 80 per 
cent in rotogravure and 20 per cent 
in magazines might represent the 
most productive investment. 

“The question of division of total 
expenditure, the question of timing 
and all related details require expert 
analysis of the individual problem. 
Generalizations mean nothing.” 


Robert Crane Resigns 
Robert P. Crane has resigned as 
vice-president of Lord & Thomas 
and Logan, New York. 


Thomas to St. Louis 

Jack Thomas, former advertising 
manager of Wilson & Co., Chicago 
packers, has become advertising 
manager of Anheuser-Busch, Inc. 
He succeeds Charles W. Staudinger, 
who recently resigned after 36 years 
with the company. 


Addresses Pittsburgh Club 

Charles N. Ascheim, of the Archer 
Advertising Co., Cincinnati, was the 
speaker before the Pittsburgh Ad- 
vertising Club July 14, talking on 
“Direct Selling.” 


First Issue of “Coin 
Machine Journal” Out 


The Forest Publishing Co., Chi- 
cago, has published the first issue of 
Coin Machine Journal, a monthly. 

D. Dollnig is publisher and busi- 
ness manager. 


Plan Food Convention 


The National Food Distributors’ 
Association, formerly the Wagon 
Men’s Distributing Association, will 
hold its fourth annual convention in 
New York August 18-20. 


GREAT NORTHERN 
PLANNING NEW 
RADIO SERIES 


St. Paul, Minn., July 16—Though 
the 39 chain broadcasts of the Great 
Northern Empire Builders were only 
recently concluded, Harold M. Sims, 
executive assistant of the railroad, 
is already planning a new series for 
the fall and winter. Mr. Sims gives 
his personal attention to the radio 
advertising, working closely with 
O. J. McGillis, the company’s adver- 
tising manager. 

“Radio advertising has proved it- 
self an excellent supplement to our 
newspaper and magazine advertis- 
ing,’ Mr. Sims said. “We succeeded 
in obtaining the only thing we 
sought—the good will of our radio 
audience, together with valuable 
word-of-mouth advertising that cen- 
ters about our Old Timer and his 
experiences. 

“How many actual fares it brought 
us directly is hard to say, but we do 
know that people leaving the East 
have asked for tickets to Chicago 
on the Empire Builder, though we 
cover the Northwest only.” 

Mr. Sims is credited with having 
sold the National Broadcasting Com- 
pany on one of its first non-studio 
programs. It was a spot news fea- 
ture covering the opening of the 
Cascade Tunnel. President Hoover 
was to press the key that released 
the charge, the last few rails were 
to be laid and the first train run 
through with elaborate ceremonies 
and “mikes” everywhere to pick up 
the smallest detail. 

But the N. B. C. shied at the idea. 
“It can’t be done,” they told Mr. 
Sims. “It is too big a thing to 
tackle for a one time shot and no 
one would be interested anyway.” 


Yet, radio listeners who remember | 


the program of the opening of the 
Cascade Tunnel on January 12, 1929 
recall it as one of the most unique 
features on the air that year. 

With that broadcast behind, Mr. 
Sims evolved the dramatized his- 
torical sketches the Old Timer has 
made famous. Many of the scenes 
were laid in Glacier National Park 
while others took their locale from 
cities and towns along the line. 

More than 1,200 program ideas 
were submitted to the Great North- 
ern in a contest for $3500 in prizes. 
They came from every state in the 
Union, Mr. Sims pointed out, and 
will provide much of the new radio 
fare. Mr. Sims has received a large 
volume of fan mail asking for the 
return of the Old Timer. 
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great exploits. Boys today prefer this magazine because each page, each word 
is edited with the very spirit of modern youth — modem as this very minute. 


Advertisers nowadays want action. If you want action from 
your advertising, look to the boy market. Think of itl A single adver- 
tisement in a single issue bringing three thousand, yes, five thousand 
— yes, nearly 20,000 inquiries. Think of itl! A few words in one 
issue and tens of thousands actually haunt dealers for information. 
A few months’ campaign in this high-powered, fast-action me- 
dium will set half the nation's youth agog, give you a response 
so overwhelming you never dreamed it possible, put your 
product across in families everywhere. In these times 
especially, should you overlook the boy field, and the 
In step with youth, the Open Road for Boys magazine is Open Road for Boys magazine, you'd be missing one 
crammed with action stories, tales of high adventure on land, on sea — of the choicest bets available in all the field of Amer- 
and in the air, tales of mystery, absorbing suspense, great daring, great peril, ican advertising and selling. 


BOSTON ROCHESTER 
E. A. Piller T OPEN Paul F. Herrick 
130 Newbury St. A. OAD ~ 823 Powers Bldg. 


CHICAGO GLEA tising Manager LOS ANGELES 
Dwight H. Early “0 prods ™ Hallett E. Cole 
100 N. LaSalle St. 122 East 42nd Street, New York City _ 846 So. Broadway 


Rollo and Fauntleroy have had their day. 
Our boys crave action. When they play, they play hard 
— and fast. Enthralled elders admiringly stand with mouths 
agape. In athletics modern youth crumbles the records of the 
past. Boys in early teens pilot huge planes at breathless speed. 
Outboards fairly leap from water, shoot past in whirling spray, 
with youth at the helm. Modern youth lives and plays at the fastest 
pace yet known to man. The tempo is staccato. 
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to Use Safety As 
Selling Argument 


Detroit, Mich., July 16.—The In- 
surance Advertising Conference has 
launched a campaign to induce 
advertising departments of manu- 
facturers in all lines to include the 
safety factor of their products in 
their copy. C. E. Rickerd, of the 
Standard Accident Insurance Co., of 
this city and former president of 
the conference, is chairman of the 
Committee on Safety in Advertising 
Copy. 

Carl Stone Crummett, member of 
the committee, outlined the plan in 
these words: 

“Responsibility for the great ma- 
jority of the 835,250 automobile 
accidents reported in the United 
States last year has been placed 
upon the human element. To care- 
lessness and overconfidence were 
attributed the deaths of 32,500 per- 
sons and injuries to 962,325 others. 
Nearly a million people were injured 
or killed—and other people were 
held responsible. 

“Would this have happened had 
the public been fully awakened to 
the value of safety—safety which 
means not only safe actions but 
safety features in mechanism that 
tend to eliminate many of the 
hazards of driving. 

“Shall the toll for 1931 equal that 
of 1930? Or will those who realize 
that accidents can be prevented by a 
public acceptance of safety measures 
and safety devices do their share 
towards educating humanity to adopt 
the principles of safety? 


Appalling Loss 


“That nearly 89 per cent of the 
motor vehicles involved in fatal acci- 
dents were apparently in good me- 
chanical condition at the time of the 
accident and that nearly 95 per cent 
of the persons injured were victims 


of automobiles in good condition 
practically eliminated mechanical re- 
sponsibility for this appalling loss 
of human lives. 

“True, the highways have been 
made more safe through tue educa- 
tional work which has already been 
done. But there is need, not only for 
a greater appreciation of safety on 
the highways, but for safety in 
every sphere of human endeavor. 

“Much can be accomplished if all 
who are in a position to co-operate, 
will. Executives of manufacturing 
plans and industrial concerns are in 
an especially good position to pro- 
mote safety, not only among their 
employees but among the general 
public—the users of their products— 
as well. 

“Unless informed of the safety 
features of a product the public can- 
not know how it will benefit by using 
that product. That the safety theme 
can be adapted profitably by manu- 
facturers to the merchandising of 
their products has been verified by 
recent developments.” 

Many manufacturers have 
adopted the suggestion of the com- 
mittee, Mr. Crummett said. 

“Some automobile manufacturers 
formerly advertised the strength and 
durability of their cars but did not 
stress safety specifically. This is 
now being done, not only promoting 
the cause of safety but also pro- 
viding an effective sales argument. 


Using the Idea 


An automobile manufacturer in- 
jected the safety idea into his radio 
program, pointing out that most 
automobile accidents are caused by 
faulty driving and not by faulty 
cars. 

“In one broadcast, drivers were 
urged to use more care and it was 
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suggested that to the various ‘days’ 
and ‘weeks’ which are now observed, 
‘Courtesy Day’ or ‘Courtesy Week’ 
be added. The contention was that 
drivers who use ordinary courtesy 
during this period would prove that 
courtesy would solve many problems 
due to automobile accidents. 

“The safety code has also been 
discussed in radio programs by a 
tire company. The opening broad- 
cast tied up with a spread in a na- 
tional publication. This contained a 
signed statement by the president of 
the company, who called attention to 
the appalling loss of life and limb 
due to automobile accidents and 
pleaded for safety in the operation 
of automobiles. 

“Manufacturers of other products 
are now adopting the idea with the 
result that safety features of prod- 
ucts from matches to heavy ma- 
chinery are receiving the impetus of 
the safety appeal. Even the popular 
match folder has acquired a new 
slogan. 

“In place of the familiar ‘Close 
cover before striking match,’ there 
has recently appeared the safety 
message, ‘For Safety—close cover’.” 


Co-operative Copy 


In Baltimore, a full-page adver- 
tisement was signed by the Automo- 
bile Club of Maryland, hut was paid 
for by “leading industries of Balti- 
more interested in safety.” 

The Richfield Oil Co., of Los An- 
geles, has issued adhesive postage 
stamps to all who will use them. 
They carry messages such as “Drive 
safely and carefully.” 

Mr. Crummett concluded with this 
suggestion: 

“Manufacturers can best deter- 
mine for themselves how the safety 
appeal can be adapted to the mer- 
chandising of their product. Now, 
with public interest awakened to the 
need for greater precautions so that 
the toll of needless loss of life may 
be arrested, is the time to cash in 
on the safety appeal in advertising. 

“Copywriters, whether in the ad- 
vertising departments of manufac- 
turing establishments or in advertis- 
ing agencies employed to promote 
their products, are constantly on the 
alert for new ideas. 

“If they haven’t already used the 
safety appeal, here is an every-day 
message that might well be brought 
to their attention. Its adaptability, 
its timeliness, its effectiveness and 
its human interest are its qualifica- 
tions.” 


Portland Is 
First to Return 
to Federation 


Portland, Oreg., July 16—The Ad- 
vertising Club of Portland is the 
first to take advantage of the op- 
portunity to reaffiliate with the Ad- 
vertising Federation of America, 
the new board of directors voting 
unanimously for that action. 

At the Long Beach convention of 
the Pacific Advertising Clubs Asso- 
ciation, opposition to the A. F. A. 
was withdrawn, each club being per- 
mitted to return to the major or- 
ganization if it wished. The local 
club is the first to avail itself of 
this permission, but others are ex- 
pected to do likewise in the immedi- 
ate future. 

The new arrangement provides 
for the payment to the A. F. A. of 
$2 per member per year, with the 
understanding that 50 per cent ot 


this revenue will be spent for the] 


benefit of Coast clubs. 


Richard H. Waldo was present at 
the Long Beach meeting and the 
present harmonious agreement is due 
to his good offices as peace maker. 


Form Insurance Club 


The Insurance Advertising Club 
of Chicago has been formed, with 
John H. Woods, Great Northern 
Life Insurance Co., as president. 

Other officers: Robert S. Wal- 
strom, Continental Casualty Co., 
vice-president; D. J. Wellenkamp, 
Illinois Life, secretary; and E. S. 
Lusk, Security Life, honorary treas- 
urer. Meetings will be held every 


| | Wednesday. 


OLD GOLD HITS A NEW VEIN 


“SURE,} 1M 


KISSABLE 


on 


“" ERESH 


ee LIke HOMEY To YOUR ranoue a 
NO “ARTIFICIAL FLAVORS” TO TAINT THE BREATH... OR STAIN THE TEETH 


KEEPIN: 


WITH CLEAN ,CELLOPHANE SEALED “ 


OLD GOLDS 


Maybe he says it with a twinkle in 
Ms eye. But he means if just the 
same! No self-respecting husbond 
wants to salute tho wife and kiddies 
++» with @ breath like on osh-troy 
«~~ heavy with the reek of stole 
tobacco. 


Twe things ebevt OLO GOLDS make 
them edor-clean and fragrant. 
Hast, they are PURE-TOSACCO .. . 
free of greasy, breath-teinting, 
teeth-stoining, ertificial flavorings. 
SECOND, they are never stale or dry. 
For they come to you factery- fresh 
... sealed in Cellophane. 

Whether you're « stalwart steel 
worker... or a dainty debutante 
+s you'll like Puae-TOsacce OLD 
Go.Ds! Their clean, sun-ripened, 
Nature -flavored tobacce will make 
“Keep Kissable”. .. a reel and 
pleasant fact for you. 


WOT A COUGH IM A CARLOAD 


Sohio Announces 
$6,000 Contest 
in Newspapers 


Cleveland, July 16.—The Standard 
Oil Company of Ohio announced in 
a full-page advertisement in 138 
newspapers in 126 Ohio cities a 
$6,000 prize contest, the copy being 
written by Floyd Gibbons. A tota' 
of 53 prizes are offered, beginnine 
with a $2,000 trip to Europe down 
to 10 prizes of $25 each. 

The contest is based on 200-word 
answers to “Why I prefer Sohio 
Heat-tempered Gasoline.” Entry 
lanks are being handed out by every 
Sohio dealer throughout the state 
“Heat-tempered” is a recently regis- 
tered descriptive term used to con- 
vey the merit of the refining process 
employed in the production of both 
Sohio Ethyl and the regular grade, 
X-70. 

Floyd Gibbons said in the copy: 
“Sohio is after facts, and they don’t 
have to come to the party in fancy 
dress. What I mean, literary ‘style’ 
won’t count one-half so much as good 
meaty facts. I’m not strong on that 
‘belles lettres’ stuff myself. If I can 
manage to say what’s in my mind, 
I'm willing to pass the curlicues and 
the Pulitzer Prize. And I want you 
to feel the same way about it in 
writing to me.” 

Gibbons is one of the three judges. 
Thomas Midgely, Jr., Dayton, who 
developed Ethyl gas for the Genera! 
Motors Corp., and Clifford Hender- 
son (Cleveland), managing director 
of the National Air Races, are the 
others. 


Warns Dailies Against 
Insurance Advert'sing 

In his drive against operations of 
unlicensed insurance companies, the 
Kansas Insurance Commissioner has 
taken the stand that newspapers 
me not legally carry their adver- 
tising copy. 

‘we are of the opinion it is a 
violation of our laws for a news- 
paper to accept part of the premi- 
ums,” said the Commissioner. 


Vidal with Boone 


James H. Vidal, former automo- 
tive manager for the New York 
World, has joined the Detroit office 
of the Rodney E. Boone organiza- 
tion, to represent the New York 
Evening Journal. 


Gets Yeast Account 
Addison Vars, Rochester, N. Y., 
has been appointed to handle the 
advertising of Frostyeast, Inc., of 
that city. Another new account is 
of the Duoform Co., Attica, 


WIZARD OF 02 
CRASHES RADIO 


Cleveland, July 16.—The Telling- 
Belle Vernon Company has started a 
26-week contract with WTAM, 
simultaneous with the broadcast of 
the National Dairy Products Corp., 
with which it is affiliated. 

Its own program is designed to 
appeal to children and keep them 
occupied while their mothers are 
preparing the evening meal. 

Stories from the “Wizard of Oz” 
are presented under the direction of 
Warren Wade, WTAM dramatic 
director. The National Dairy Ice 
ream pint package is dramatized by 
being incorporated in the stories. 

The program runs like this: 

Tip: “Now make your eyes pop 
out of your head.” 

Wog: “I will.” 

(Two pops.) 

Wog: “There, both eyes popped 
through curiosity.” 

Tip: “Do it again.” 

Wog: “Do what again, Master 
Tip?” 

Tip: “Go on, make your eyes pop 
—you sound funny when you pop.” 


Frankfort Directs 
Natural Bloom Sales 


Otto N. Frankfort, who recently 
resigned as sales manager of the 
radio division of the Story & Clark 
Piano Co., Chicago, has become gen- 
eral sales manager for Harry Blum, 
New York cigar manufacturer. 

Mr. Frankfort plans to secure na- 

‘onal distribution for Natural 
Bloom, his leading brand. 


Issue New Card for 


Negro Newspapers 
The W. B. Ziff Co., representing 
papers in the negro field, has issued 
a new rate book, showing publica- 
tions, rates, and mechanical require- 
ments. 
A number of the negro papers are 
now offering rotogravure. 


Start New Agency 

The Kendrick Watson Advertising 
Agency has been formed at Tulsa, 
Okla. Mr. Watson was formerly 
with the Mid-Continent Petroleum 
Corp. Accounts handled _ include 
those of the Hinderliter Tool Co., 
Tulsa, and the Burford Oil Co., 
Dallas. 


Meet in Montreal? 


The presence in Montreal this 


week of President C. H. McMahon 
and Secretary Preston E. Reed is 
taken to indicate that the 1932 con- 
vention of the Financial Advertisers 
Association may be held in that city. 
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Has MADE 


Liberty 


Over 


$200,000 


For Macfadden Publications, Incorporated 


Within the 3 months since its acquisition 


Here is what has happened: 


1. Administration expense has been largely elimi- 
nated by Macfadden administrative officers assuming 
these functions. 


2. Overhead expense has been reduced through pro- 
duction of Liberty in the established Macfadden plant. 


3. Organization expense has been cut, due to the 
availability of a clerical structure needing but slight 
expansion. 


4, Circulation expense has been lowered by making 
Liberty a part of the Macfadden unit-distribution and 
unit-billing plan. 


These savings amount to nearly three-quarters of 
a million dollars yearly. 


No Corners Cut 


These are natural economies. No others have been 
attempted. The Advertising staff, serving Liberty’s 
advertisers, and the Editorial staff, serving Liberty’s 
readers, continue without reduction. | 


As a matter of fact, the program here calls for 
steady expansion. 


A score of marketing studies are now being con- 
ducted to develop useful data for advertisers. 


Larger sums are being paid than ever before for 
stories, articles and illustrations of the type respon- 
sible for Liberty’s circulation success. 


Ploughing the Profits Back into the Property 

Liberty’s first profits are being used to pursue this 
improvement program with greater speed. 

A weekly radio program over the Columbia Broad- 
casting System, costing $125,000 was begun July 3rd. 


. This is to tell non-readers why Liberty is the most- 


asked-for magazine published. 


Two steps of paper stock betterment have already 
been taken. Paper worth $75,000 more a year has 
been used since May 23rd. 


Already, potential profits of the Fall have been 
pledged toward a new paper contract for 1932. This 
is the largest paper contract ever placed by a single 
magazine. It calls for an expenditure of $160,000 
mote a year. 


Vindicating the Faith of $1,521,677 
New Advertising Orders 


This quick start justifies the convictions of the 
58 agencies and 92 advertisers who placed a million- 
and-a-half-dollars’ worth of orders within 60 days of 
the purchase announcement. 


Not that a publisher’s profit-and-loss sheet can 
sell goods to John and Jane Consumer! . . . These 
orders went to buy 99% guaranteed-to-be-read circu- 
lation, greatest coverage in cities over 25,000, next- 
to-leading matter visibility, whole family interest, at 
one-quarter to one-half less cost than other magazines! 

But a publisher who can make money for himself 


adds no small assurance to one’s belief that he can 
make money for his advertisers. 
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FARM AGENCIES 
IN AGGRESSIVE 
NEW CAMPAIGNS 


Washington, D. C., July 16—An 
interesting light was thrown on the 
operations of at least one of the co- 
operatives sponsored by the Federal 
Farm Board, when correspondence 
between Senator Davis, of Pennsyl- 
vania, and W. F. Schilling, member 
of the board, was made public. 


Senator Davis received a com- 
plaint from the P. E. Sharpless 
Company, of Philadelphia, that it 
was unable to compete with Land o’ 
Lakes Creameries, Ltd., of Minne- 
apolis, which has received large 
loans from the Farm Board. 

Mr. Schilling replied that the 
Board lends money only to associa- 
tions having business policies of 
such a character as to insure repay- 
ment. 


“I believe you will agree with 
me,” he said, “that the farmers 
branding their own butter and sell- 
ing it on the markets enjoy a dis- 
tinct advantage. Heretofore they 
have always sold their product in 
tub lots, permitting the purchaser to 
brand it as he saw fit, and they los- 
ing their identity as the manufactur- 
ers of high-grade butter. The co- 
operative sales agency has largely 
corrected this.” 


Some of Allegations 


The complaint of the Sharpless 
Company said in part: 

“The unfair competition of the 
local branch of the Land o’ Lakes 
Creameries, Inc., of Minneapolis, 
Minn., is made possible largely 
through the financial support of the 
Federal Farm Board’s loans to them. 


“Prior to the Government’s loans, 
we purchased a considerable volume 
of butter from this organization. 

“Since the extension of the Gov- 
ernment loan they have sidetracked 
their former distributing outlets and 
policies, and have entered the retail 
field direct. 

“From an organization in Phila- 
delphia of only two people and a 
small office, they have expanded so 
that they now have a missionary 
sales force of about 15 men, have 
engaged larger quarters and ware- 
house space, and built up an attend- 
ant office and handling personnel. 

“Their chief weapon in obtaining 


OFFICES OF WELL KNOWN ADVERTISING MEN—V 


The private office of Dick Fawn, of the Fawn Studios, Cleveland, illustrating the mod- 


ern motif which is in evidence throughout the new quarters. 


lusiness has been to cut prices in- 
liscriminately and to offer further 
suts in the way of advertising al- 
cwances. They have loaned money 
znd provided warehouses for buying 
organizations. 


“Their salesmen in calling on the 
trade lay great stress on the fact 
that the buyer has nothing to worry 
about in buying from them because 
they are doing business with the 
United States Government. 
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the fight... the Standard Advertising Reg- 
ister contains more names of executives of 
firms doing national advertising than any 
other publication. Get Standard Service... 
and GET your man! Find out about it! 


NATIONAL REGISTER PUBLISHING CO. 


Broadway 140So0.DearbornSt. 7 Water St. 1226 Russ 
New York Chicago Boston, Mass. San Francisco, 


Volk President of 
Eastern T ypographers 


Kurt H. Volk, of Kurt H. Volk, 
Inc., was elected president of the 
Advertising Typographers Group of 
the New York Employing Printers 
Association at the annual meeting. 

Frederick Nelson Phillips, of Lee 
& Phillips, Inc., was elected vice- 
president. Al Abrahams was re- 
elected secretary, and C. E. Ruck- 
stuhl named chairman of the execu- 
tive committee, made up of Mon- 
tague Lee, Lee & Phillips; David 
Gildea, David Gildea & Co., and Fred 
Shaefer, Tri-Arts Press. 


Consumers Stores 
Take Kroger Name 


The 339 Consumers’ Sanitary 
Coffee and Butter Stores operating 
in Chicago have changed the name 
to the Kroger-Consumers Stores to 
take advantage of the advertising 
and research done by the parent or- 
ganization. Kroger bought the chain 
in December, 1928. 

The new plan was announced in 
full pages in rotogravure sections, 
which also explained the work of 
the Kroger Food Foundation. 


Most Corset Sales 
Made to Retailers 


The retailer is the dominant fac- 
tor in the distribution of corsets and 
allied garments, the Bureau of the 
Census reports. Of 1929 sales of 
$76,679,000, 61.6 per cent were sold 
direct to dealers. 

Manufacturers’ own sales branches 
took 4.5 per cent; manufacturers’ 
own retail branches, 10.2 per cent; 
wholesalers, 16 per cent and house- 
hold users, 7.1 per cent. 


Colgate Earnings 
Up for First Half 


While dollar sales of the Colgate- 
Palmolive-Peet Co., Chicago, showed 
a slight recession in the first half of 
1931 from 1930, net earnings were 
greater than a year ago. 

Net for the first half amounted to 
$4,003,000, equal after preferred 
dividends to $1.69 a share on com- 


mon stock, against $1.37 a year ago. 


All Advertisers 
Not Entitled 


to Same Terms 


Detroit, Mich., July 16—That a 
newspaper is not at the common law 
a business clothed “with a_ public 
interest” and that it need not sell 
space to advertisers on equal terms 
was the gist of a decision by the 
Eastern Michigan District Court 
here. . 

The Detroit News and Detroit 
Times refused to accept advertising 
contracts from a retail advertiser 
until advertising for a bankrupt 
firm, in which the advertiser was 
the chief stockholder, was paid for. 

Trustees for the bankrupt entered 
the following allegations, both of 
which were disallowed: 

“(1) That the business of the De- 
troit News and the Detroit Times 
being the publication of newspapers 
of general circulation is so affected 
with a public interest that the claim- 
ants are under a legal obligation to 
sell advertising to all merchants 
upon equal terms without discrimi- 
nation, and this regardless of the 
absence of any legislation regulating 
the business of newspaper publish- 
ers, and 

“(2) That the payment by the 
bankrupt of the debts of Finestine 
& Wohl discharged by the adjudica- 
tion of that company in bankruptcy, 
were payments of illegal exactions 
constrained by business exigency, 
and therefore entitled to be recov- 
ered back by the trustee.” 


Stokes Opens Office 


Thomas M. Stokes has resigned as 
educational director of the Connec- 
ticut Mutual Life Insurance Co., 
Hartford, Conn., to open an office in 
that city as consultant in sales man- 
agement. 


Get Nawaco Account 
The National Waterproofing Co., 
Nawaco waterproofing, has placed 
its account with the Edward Wm. 


TO CAPITALIZE 
NEW MAXIMUM 
ON PARCEL POST 


Washington, D. C., July 16—Fol- 

lowing approval by the Interstate 
Commerce Commission of the Post- 
master General’s plan to carry larger 
and heavier parcels by fourth class, 
the Postoffice Department is plan- 
ning an active promotion campaign 
to acquaint the public with the new 
rules. 
The changes, urged by mail order 
houses and the American Farm Bu- 
reau Federation, among others, will 
add $5,000,000 a year to postal 
revenues. 


The new regulations increase the 
maximum size of single parcels from 
84 to 100 inches, length and girth 
combined, and the weight from 50 
to 70 pounds for zones 4 to 8 in- 
clusive. A minimum charge for 
parcels measuring over 84 inches 
also was approved. 


Parcel post supervisors have been 
appointed at 60 post offices in pur- 
suance of the promotion plan. School 
classes in civics are to be instructed 
in wrapping bundles. Telephone 
companies, as indicated in ADVERTIS- 
ING AGE last week, are to include 
parcel post information in their 
directories. Publishers of city direc- 
tories also will co-operate. 


Postmasters have been instructed 
to use the radio, and rural letter car- 
riers have been given a sales story. 
Farm papers are also co-operating. 

Jess C. Harraman was appointed 
director of parcels post last Decem- 
ber in anticipation of the changes in 
parcel post. 


Expansion of Service 


The original weight limit for par- 
cel post, effective Jan. 1, 1913, was 
11 pounds and the size, 72 inches. 
The weight limit was raised to 20 
pounds for Zones 1 and 2 on Aug. 
15, 1913. Effective Jan. 1, 1914, 
the weight was raised to 50 pounds 
for Zones 1 and 2 and to 20 pounds 
for the other zones. On July 10, 
1915, the size limit was increased to 
84 inches. On March 15, 1918, the 
weight limit was increased to 70 
pounds for the first three zones and 
to 50 pounds for the others. 


In its petition for the changes, the 
Postoffice department said the fol- 
lowing would be mailable under the 
new conditions, now existing: 

Small furniture pieces such as 
end tables, card tables, cabinets, 
benches, ferneries, chairs, and tele- 


phone sets, either boxed, crated, 
or wrapped; mirrors; ironing 
boards; incubators; chick feeders, 


and brooders; lard presses; wash- 
tubs; washstands; mixed shipments 
of dry goods, shoes, light hardware, 
clothing, utensils, etc., now sent to 
one customer in two or more pack- 
ages; 

Haystack covers; mower knives; 
skis; oars; toys, such as wagons, 
velocipedes, doll carriages, children’s 
furniture, sleds, toy automobiles, and 
game boards; garden implements, 
such as sprayers, hand cultivators, 
rakes and forks; automobile and air- 
plane radiators; flat maps; piece 
goods; binder sickles, etc. 


Exclude “Deposit” from 
Insurance Advertising 


“Deposit” cannot be used as a 
synonym for “premium” in insur- 
ance advertising, the New York 
State Insurance Department has 
ruled. 

The Department also cautioned 
insurance advertisers against the 
use of “interest” and “savings” 

nere the inference to the average 
person would be that the words 
were connected with the transaction 
of banking. 


Offers Men’s Recipes 
On the theory that a man’s opin- 
ion of food is of interest to women, 
The Modern Hostess, New York, is 
printing the favorite recipes of male 


Rose Company, Chicago. 


motion picture stars. 
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FINE DAYS FOR 
FIGHTING MEN, 
SAYS MACFADDEN 


Buffalo, N. Y., July 16.—Pleading 
for healthier, hence happier and 
more efficient business men, Bernarr 
Macfadden, introduced as “author, 
lecturer, publisher, physical culturist 
and aviation enthusiast,” in an ad- 
dress before the Greater Buffalo 
Advertising Club July 14 prescribed 
more exercise and less eating. 

In characteristic inspirational 
manner Mr. Macfadden exhorted his 
listeners “to squeeze the sponge of 
life dry, to live fully, completely and 
to the last degree.” 

Continuing in this vigorous vein 
Mr. Macfadden said: 

“Some people live only 50 per cent. 
Some live 75 per cent. Some are 
walking around dead and don’t know 
it. Every life ought to be drama- 
tized. Every life ought to be lived 
fervidly, tensely, fully. To do this 
you must find your proper place in 
life. You must find your right line. 
You must love your work. When 
you love your work it ceases being 
work. It’s all play. 

“People congratulate me on my 
seemingly infinite capacity for work 
and for a great variety of works. I 
deserve no credit for this. I’m play- 
ing a game every day, all day long. 
It should be so with every business 
man. 


Leisure Tells Story 

“There’s genius in every man’s 
soul if he’ll only awaken it. Find 
yourself. Find your hobby. Get into 
the work you love. What do you do 
with your leisure time? That is 
what decides what you’re going to 
do and be in life. 

“Use your leisure constructively— 
reading, writing, walking, golfing, 
playing tennis. Use it to build up 
your brain muscles or your body 
muscles—preferably both. Out of 
your leisure should come a better 
man, a fuller life.” 

Mr. Macfadden said he was losing 
some of his early enthusiasm about 
physical culture when he read a book 
by William Blakely, a New York 
lawyer, which restored his confi- 
dence. 

“Almost every one believes in cer- 
tain things, has certain principles 
and ideals, and believes he would 
fight for his ideas and ideals and 
principles,” he said. 

“But when the time comes to fight, 
he compromises and keeps on com- 
promising until there’s nothing left 
of his original ideas and ideals. If 
you’ve got a principle, an idea, an 
ideal, stick to it. Don’t compromise 
it away. 

“All life is just a fight, a struggle 
for the things you’re working for. 
To fight successfully you must be 
strong. Strength gives you and your 
fighting drive, force, effectiveness 
and at last success. You business 
men should leap at your daily duties 
as a panther leaps at its prey. Then 
there is no such word as ‘impos- 
sible’.” 

Exemplifying the application of 
his theories, Mr. Macfadden said he 
has gone without breakfast for 40 
years. He urged the advertising men 
to eat only when they were really 
hungry enough to enjoy food and not 
when the hands of the clock told 
them to eat. Under this theory, he 
would eat as many or as few meals 
daily as required. . 

“Take as much care of your body 
as you do your car,” was his parting 
message. 


Report June Dividends 


Dividends paid by advertising, 
printing and publishing companies 
in June amounted to $3,540,934, 
Standard Statistics Co., New York, 
reports. Total cash dividend pay- 
ments by domestic corporations in 
June were $412,327,000. 


Issue “Red Book” 


The American Hotel Association, 
New York, has issued the 1931 edi- 
tion of the Hotel Red Book. 


“STICK TO GUNS” 


Bernarr Mactfadden 


Aspirin Exempt 
from Ohio Law 
on Drug Sales 


Columbus, O., July 16—Aspirin 
was held to be a “household remedy” 
and therefore exempt from a State 
law requiring that drugs may be 
sold only by a legally registered 
pharmacist, in a decision by Judge 
Edward F. Berry in the Columbus 
Municipal Court. 

The case was brought by the State 
of Ohio, which charged that Dan T. 
Khoury, a grocer, had violated the 
law by making a sale of aspirin. 
The sale was admitted, as was the 
fact that the defendant is not a 
registered pharmacist. 


The law provides that retail drug 
stores must be conducted. by legally 
registered pharmacists, and _ that 
any other person who shall “com- 
pound, dispense or sell a drug, chem- 
ical or pharmaceutical preparation” 
shall be subject to a penalty. 

The law exempts sales in original 
packages of certain specified ar- 
ticles “and other similar prepara- 
tions.” 

The court quoted from an opinion 
by the Attorney General, holding 
that the Legislature did not intend 
to include those preparations com- 
monly known as household remedies, 
and held that aspirin should prop- 
erly be included within the latter 
classification. 


“The right of the consuming pub- 
lic to buy a harmless article of 
whom it chooses and the right of all 
merchants to sell a harmless ar- 
ticle,” Judge Berry said, “is a right 
that the courts must protect and 
which the Legislature has not the 
right to destroy. 

“I further find that the Legisla- 
ture of Ohio never intended to re- 
strict such a right and by the 
statutes in question did not attempt 
to do so, but on the contrary, ex- 
cepted from the operations of the 
statute, under conditions prescribed 
in the statute, ‘household rem- 
edies.’ ” 


Ban “Drug Sundries” 
in Oregon Ruling 


Salem, Oreg., July 16—Use of the 
words “drug sundries” on the out- 
side of a general store where no 
registered pharmacist is in charge 
is a violation of the State Pharmacy 
Law, according to an opinion of the 
Attorney General, I. H. Van Winkle. 


“The primary object of the law, as 
I understand it,” the Attorney Gen- 
eral said in an opinion to the Ore- 
gon Board of Pharmacy, “is not to 
prohibit the sale of co-called patent 
or proprietary medicines by general 
stores, even though these may con- 
tain drugs in more or less propor- 
tion; but rather to prohibit the dis- 
play of any word or token, on the 
outside of any store, commonly des- 
ignating a pharmacy, unless a reg- 
istered pharmacist is in charge.” 


Add Retail Outlets 


The Elmer Richards Company, 
credit mail order house of Chicago, 
will add 25 stores to its chain of 
men’s and women’s apparel outlets 
in the Middle West. The Edward 
Wm. Rose Company handles the ad- 


vertising. 


ADVERTISING AGE 
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Standard Oil 
Has New Policy 
on Equipment 


Chicago, July 16.—Effective Aug- 
ust 1, the Standard Oil Company of 
Indiana will discontinue leasing, 
loaning to or installing for retail 
customers all gasoline dispensing 
equipment below and above ground. 

Officials said the custom of sup- 
plying retailers with pumps, tanks, 
air compressors, air towers, lighting 
equipment, power lifts, battery- 
charging and tire equipment had 
been established under competitive 
conditions, but that it had long been 
regarded as economically unsound in 
that it encouraged multiplicity of 
outlets beyond customer needs and 
consequent waste in marketing costs. 

The one exception is that outlets 
which have been supplied by other 
distributors’ pumps may be replaced 
with other pumps similar in kind, 
style, age and condition or the re- 
placed supplier’s equipment may be 
bought. Detailed instructions are 
being sent to district agents. 

The ban on installation of dis- 
pensing equipment does not apply to 
leased outlets under the company’s 
authorized agency agreements. The 


leased stations, however, must be on 
privately owned property and 
equipped to serve cars with motor 
fuel when leased. 

This policy will be continued, the 
company notified its division and 
district managers, as long as com- 
petitive conditions permit. 


G. E. Sly, Veteran 
Publisher, Is Dead 


George Eugene Sly, retired busi- 
ness paper publisher, died July 7 
in St. Charles, Mo. Funeral services 
were held at his boyhood home at 
Fredonia, N. Y. 

After working on Power, Mr. Sly 
bought American Architect from the 
Swetland Publishing Co. in 1908. fn 
1915, he sold that paper to the 
United Publishers Corp., with which 
he continued as a director until 
1924, when he retired. 

He is survived by a widow, Mrs. 
Beulah Sly and a brother, Fred Sly, 
of National Trade Journals, Inc., 
New York. 


Outdoor Agency 
Finds New Troubles 


A Connecticut outdoor advertising 
firm encountered new complications 
when some cows licked fresh pant 
from one of its boards. 

One of the animals died and the 
company retained a veterinarian to 
care for the others. 


CLUB LEADER 


Felton Colwell, of the Col- 
well Press, new president of 


the Advertising Club of Minne- 
apolis. 


Bar Sandwich Men 


Milwaukee has passed an ordi- 
nance barring sandwich men from 
the streets. Pickets for union labor 
are exempt. 


structive, 


“A clear and concise exposi- 
tion of really basic problems. .” 
“The finest piece of work of its 
kind I have ever seen.” “Con- 
interesting, 
tant... ”’—comment from 
leaders in advertising who have 
already seen this portfolio. 


Here is the result of an au- 


Daily Ne 


What are the opportunities for 


' TEXTILE- APPAREL 


advertisers? 


made more productive? Important modern 
trends and conditions in retailing. . . 


How can 


appropriations be 


We announce a new portfolio on these and related 
problems of the textile-apparel advertiser. Upon 
request, this book will gladly be shown to interested 
advertisers and advertising agencies. | 


impor- 


ws R - Women's Wear Daily 


rchild Trade Directories 


(*Reg. U. S. Pat. Off.) 


Paris) - 


thoritative effort to give a clear 
picture of the fundamentals in- 
volved in successful manufac- 
turer-to-retailer promotion, 
under 1931 business conditions. 
One of our representatives will 
be happy to show you this new 

portfolio — without obligation. 
Write or telephone Advertising 
Department of — | 
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DISTRIBUTION 
OF OXYDOL WON 
WITH POSTERS 


St. Louis, Mo., July 16—One of 
the country’s most effective adver- 
tising illustrations cost only $1.50, 
Arthur Siegel, vice-president of Out- 
door Advertising Inc., the new out- 
door sales organization, told the Ad- 
vertising Club of St. Louis. It was 
the “Mammy” of Oxydol fame. 

“We wanted to sell with a smile,” 
said Mr. Siegel—‘“stress the fact 
that wash day need not mean drudg- 
ery. So we decided to get a Mammy 
type that would give this impression. 
We advertised and at least 20 ro- 
bust negro women appeared at Tay- 
lor’s, the photographer, en masse. 
From this group we selected three, 
from whom the one best was picked. 

“When we asked her how much 
she wanted for the use of her pho- 
tograph in advertising, she indicated 
that $1.50 would be about right. 
The deal was closed on that basis.” 

Mr. Siegel explained that the Wil- 
liam Waltke Company, creator of 


Oxydol, sold to Procter & Gamble in 
1927 for a reported price of $11,- 
000,000. Outdoor advertising was 
the basis for the Waltke success, 


YES MA‘AM —Jes’A Lit T 


though Mr. Siegel said Oxydol was 
so good that it provided an ideal sub- 
ject for advertising. 


Getting Distribution 


The advertising started in 1920, 
posters going hand in hand with dis- 
tribution. The initial plan was to 
send demonstrators from house to 
house. After they had shown what 
Oxydol would do, they left a sample 
with which the housewife could do 
her own testing. Wagon salesmen 
were used to get the product into 
grocery stores. As soon as an Oxy- 
dol crew hit a town, posters ap- 
peared on the boards. With this 
plan, 85 per cent distribution was 
obtained. 

“Oxydol poster advertising has 
been successful,” Mr. Siegel ex- 
plained, “because of the care with 
which it is prepared. We work for 
a year ahead, fighting for the best 
descriptive selling points, so that 


ADDRESSES CLUB 


Arthur Siegel 


Prior to joining Outdoor Adver- 
tising, Inc., as Southwestern na- 


tional sales manager, Mr. 
was with General Outdoor. 


Siegel 


by the time we get ready for pro- 
duction we have discarded a large 
number of sketches.” 

The Oxydol poster artist is Mar- 
shall Reed, and production is han- 
dled by the National Printing & En- 
graving Co., St. Louis. The Oxydol 
series was one of the prize winners 
in the contest held in Chicago last 
fall, being selected for the skill with 
which various uses were put over 
to the consumer. -. 


Announce Division of 
Westinghouse Account 


Following the voluntary with- 
drawal of Lennen & Mitchell, New 
York, from the radio account of the 
Westinghouse Electric & Mfg. Co., 
LeRoy Staunton, merchandise ad- 
vertising manager, has announced 
that Fuller & Smith & Ross, Cleve- 
land, which has handled appliance 
and range advertising, takes over 
radio also. 

Henri, Hurst & McDonald, Chi- 
cago, will continue as advertising 
agency on refrigerators. 


“Business Machines” 


Issues A. F. A. Special 


International Business Machines 
Corp., New York, has issued a spe- 
cial edition of “Business Machines” 
covering the recent A. F. A. con- 
vention in New York in newspaper 
style. 

A four-page rotogravure section 
showing convention scenes and celeb- 
rities is a feature. 


Seek Re-hearing on 
Chain Store Tax 


A petites seeking a rehearing of 
the Indiana chain store tax case 
was filed with the Supreme Court of 
the United States July 10. 

The petition said the decision 
places no limitation on the power of 
a State to increase taxation. 


The 
Guide. 
400 Pages 
Cloth Binding 
$2.50 on Approval 


year books. 


other advertising. 


names. 


have them. 


List of 1,500 original mailing lists 


READY July 25th 


HE most useful and valuable book ever published 
for those who advertise or sell through the mails. 
Four hundred pages full of experience, data and sug- 
gestions for increasing the returns from your advertis- 
ing dollars. Compiled by the Printed Salesmanship 


staff—the Dartnell sales and advertising magazine. 


Among the Data this Book Contains 


How 656 concerns divide their appropriation for direct mail and 


Four-year index to all articles on sales promotional subjects published 
in PRINTED SALESMANSHIP. 


Thirty-seven ways to check mailing lists and keep them free of dead 


How various companies use salesmen to get new names. 
Ninety-two suggestions for making greater use of names after you 


Advantages of various systems of handling lists of names mechanically. 


Direct mail campaign data—Figures on buying power, number of 
outlets, etc., corrected to latest census. 


Postal regulations relating to mailing lists. 


Darinell Mailing List Handbook 


includes the 1931 Direct Advertising 


It contains no advertising. 


THE DARTNELL CORPORATION, Publishers 
4660 Ravenswood Avenue, Chicago 


available in 300 directories and 


Prsecs eet 


IF IN DOUBT, 
CALL IT KOTEX 


Philadelphia, Pa., July 16.—In de- 
claring for the Kotex Company in 
an appeal taken by Kotabs, Inc., the 
Circuit Court of Appeals for the 
Third District scored the latter’s 
methods and gave an interesting his- 
tory of the advertising of Kotex. 

Kotabs, Inc., manufacturer of a 
tablet for the relief of menstrual 
and other pains, “did not attempt 
evasively to imitate the Kotex trade- 
mark,” the court said, “but bodily 
appropriated it.” 

It gave this list of trade-marks 
which it said, were efforts to capi- 
talize on Kotex: Protex, Rotex, 
Zeltex, Puritex, Swantex, Cottontex, 
Femotex, Baytex, Sani-tec, and 
Santes. 

“In 1919,” said the court, in re- 
viewing the case, “the Cellucotton 
Products Company, the plaintiff’s 
predecessor, engaged in the busi- 
ness of manufacturing catamenial 
bandages from multiple layers of 
cellulose fiber treated with a de- 
odorant. 

“The product was, and is, unpat- 
ented and depends for its commer- 
cial success ultimately on its own 
merit but primarily and essentially 
on its being made known to women 
in vast numbers. 


Merchandising Problem 


“Just how that could be done was 
a serious question, for the ordinary 
fields of advertising such as leading 
newspapers and periodicals were, 
because of the nature of the subject, 
closed to advertising of this char- 
acter. 

“Nor, for the same reason, could 
advertising by other methods, such 
as counter and window display cards 
plainly stating the use of the prod- 
uct, be pursued. How then acquaint 
the public? Here indeed was a real 
problem. 

“The plaintiff’s predecessor—the 
first in the business in this country— 
solved it by seeking a trade name 
for the product which in nowise sug- 
gested its use. It hit upon the word 
Kotex. That is a coined word, arbi- 
trary in the extreme and absolutely 
without meaning, except as later it 
identified the plaintiff’s products. 

“The original company and then 
the plaintiff company commissioned 
artists of high rank to design attrac- 
tive advertisements which they did 
in various types, always incorporat- 
ing somewhere the single word Ko- 
tex, without words disclosing the use 
of the product. 

“For instance, one counter and 
window display card showed a 
trained nurse in her attractive uni- 
form with a box marked Kotex 
under arm—nothing more. Thus the 
plaintiff relied upon the curiosity of 
women to inquire the use of the 
product so advertised. 

“The plaintiff’s predecessor regis- 
tered the mark in 1920 and in that 
year spent $150,000 in advertising 
sanitary pads, belts and aprons with 
the mark, and developed a business 
of $300,000 in 1921. 

“The plaintiff, succeeding the Cel- 
lucotton Products Company, was 
convinced that for the business to 
be successful the word Kotex must 
be nationalized and embarked on an 
advertising campaign, in which, in 
10 years, it expended $15,000,000— 
now, $2,500,000 a year—and de- 
veloped a business of $10,000,000 
annually.” 


Signs Chain Tax 
The Governor has signed the Ala- 
bama bill placing a tax on chain 
stores on October 1. The tax ranges 
from $1 for one store to $75 for 
each store over 20. 


Roberts Opens Office 


Frank S. Roberts has opened an 
office in Detroit and will represent 
a number of “hobby” magazines. He 
= formerly with the Detroit Free 

ress. 


Adds “Inquirer” 

Guy S. Osborn, Inc., has added 
the Philadelphia Inquirer to its list, 
in addition to the Philadelphia Pub- 
lic Ledger. 
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Womenin 
Advertising 


Pauline B. Peters 


Philadelphia, Pa., July 17.—When 
the members of the Philadelphia 
Club of Advertising Women recently 
chose as their president Mrs. Pauline 
B. Peters, they not only followed 
their habit of making a wise selec- 
tion but gave well-deserved recogni- 
tion to one of their most loyal and 
enthusiastic workers. 


When voting time came there was 
still vivid in the memory of all her 
associates the outstanding success of 
the club’s fifteenth annual dinner 
dance, “A Night in the Nineties,” 
staged by a committee of which 
“Polly” Peters was chairman and 
back of which was an advertising 
campaign so remarkable that its 
clever mailing and other pieces have 
been placed on file, at its own re- 
quest, with the Direct Mail Adver- 
tising Association. 

Mrs. Peters’ demonstrated execu- 
tive ability, her familiarity with vir- 
tually all phases of advertising and 
her fluency and ease as a lecturer 
before the club’s advertising classes 
for young women were other factors 
in the choice. 

It was Mrs. Peters’ good fortune 
to become associated early in her 
career with advertising agencies 
small enough to give her all-around 
experience. Starting in business as 
secretary to the sales and advertis- 
ing manager of a company manufac- 
turing a nationally advertised auto- 
mobile accessory, Mrs. Peters grad- 
ually learned the rudiments of 
advertising. Ten years ago, she 
entered the advertising field with a 
local agency just starting. 

The agency rapidly grew and Mrs. 
Peters soon was called on to do all 
kinds of work. She learned the pro- 
duction end, kept the books, wrote 
copy of many kinds, selected media 
and made up schedules. 

Later she felt the urge to sell, and 
entered the field of photo-engraving 
with characteristic zest. But when 
opportunity arrived for associating 
herself with another advertising 
agency, Mrs. Peters could not for- 
bear taking hold. 

When the head of the agency left 
for Europe with a group of members 
of the Poor Richard Club, Mrs. 
Peters ran the business for four 
months. 

Mrs. Peters, a native Virginian, 
says her only hobby is her club work. 
She has served on various commit- 
tees and much prefers to talk about 
the organization she now heads, 
rather than herself. 


Feature New Container 
in Sausage Campaign 
Stahl-Meyer, Inc., a consolidation 
of three companies, has appointed 
the H. L. Stedfeld Co., New York 
agency, to direct its advertising. A 
campaign featuring Stahl-Meyer im- 
ported frankfurters, packaged in 
enamel lined containers, will run in 
the Metropolitan district. 
Newspapers, radio, car cards, 
business papers and direct mail will 


ADVERTISING AGE 


Castle Film Changes 


Castle Films, producers and dis- 
tributors of business motion pic- 
tures, announces the following addi- 
tions to the sales organization; 

Jacob Baur Greiner, former] 
with Curtis publications in the Mid- 
dle West, will handle Castle Films 
at Detroit; Walter A. Rivers be 
comes production manager, with 
headquarters in Chicago and San 
Francisco; Charles Charlton, for- 
merly with Pathe Review, becomes 
chief technician for Chicago and 
Detroit, and Bert Dawley becomes 
chief technician at New York City. 


“Showboat News’ Is Lively 
Arthur “Bugs” Bauer, Beatrice 
Fairfax, Milt Gross, Clark Kinnaird, 
R. L. “Rube” Goldberg and others 
of note were among the “guest edi- 
tors” of “Showboat News,” a tabloid 
published on board the Belgenland 
during her recent initial summer 
cruise under William Morris aus- 
pices. 


Electromaster Agency 
The advertising of Electromaster, 
Inc., Detroit, electric ranges, has 
been placed with Holden, McKinney 
& Clark, of that city. 


Re-enters Agency Field 
William B. Hall has returned to 
the agency field as vice-president 
and account executive of L. Charles 
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PROMOTED BY TIMES-PICAYUNE 


L. F. Blackburn 


Mr. Blackburn has been appointed assistant business manager 
of the New Orleans Times-Picayune and has been succeeded as 
advertising manager by Mr. Murray. 


Aubrey F. Murray 


Health Ray Agency Opens Detroit Office 
The Health Ray Mfg. Co., New| National Geographic Magazine, 
York, has appointed Charles A.| Washington, D. C., has opened a 
Weeks & Co., of that city, to adver- | Detroit office, with Robert P. Stewart 


Lussier, Inc., Detroit. 


tise its ultra-violet lamps. in charge. 


Gruanow Disbands Staff 

With abandonment of production 
plans for this year, the William C. 
Grunow Co., Chicago, is releasing 
August 1, H. E. Young, sales man- 
ager, F. A. Delano, assistant sales 
manager, and J. J. Daven, advertis- 
ing manager. All were formerly 
with the Grigsby-Grunow Co., Chi- 
cago, Majestic radio and refrigera- 
tor manufacturer. 


New Quarters for WHK 

Station WHK, Cleveland, will 
move September 1 to a new quarter- 
million dollar studio, to be one of 
the finest in the world, on the 
twelfth floor of the Higbee Building, 
one of the units of the Van Swear- 
ingen fifty million dollar terminal 
group in the heart of Cleveland. 


Enforce Cigar Tax 

Gov. Miller of Alabama has signed 
a bill designed to punish the “boot- 
legging” of cigars and cigarettes 
which have not paid the State tax. 
The new measure provides for con- 
fiscation of the merchandise and of 
the vehicle in which it is brought 
into the State. 


Bearing Account 


to Lamport-Fox 

The advertising of the Bantam 

Ball Bearing Co., South Bend, Ind., 

will be handled by Lamport, Fox 
& Co., South Bend agency. 


A 


$200,000,000 


The two 


be used. 


GRAND-SILVER STORES, Ine. 
MCLELLAN STORES 


Tix new Futura Publications will pen- 
etrate a hitherto uncovered field of over 
1300 leading variety stores... Stores stra- 
tegically located in the country’s major 
trading centers—serving over 11,000,000 
customers weekly—selling close to 


and maintaining prices on standard brands. 


advertisers a dominant coverage of these 
stores, in addition to the centers in which 
they are located, offering the most direct 
and economical approach to a rich and 


KENNETH D. MCALPIN, Publisher 
RUTH WATERBURY, Editor “Movie Mirror” 


N N 0 U N Cc I N 


To be sold exclusively through these 
Six Great Chain Store Organizations: 


NEISNER BROS., Inc. 


worth of goods annually— 


Fe 


Two New Magazines 


“MOVIE MIRROR” ana “LOVE MIRROR” 


McCRORY STORES CORPORATION 
G. C. MURPHY COMPANY 
J. J. NEWBERRY CoO. 
e 


responsive market. Keyed to the par- 
ticular interests of the chain-store cus- 
tomer, each issue will contain 132 pages of 
brilliant illustrative and editorial matter. 


Put “Futura” on your list for this 
fall! Present advertising rates are based 
on a guaranteed monthly circulation 


of 500,000 copies. Further information 


Futura Publications assure 


83 WEST 40th ST... NEW YORK 


concerning “MOVIE MIRROR” and “LOVE 
MIRROR” will be furnished gladly to 


advertisers and their agents, upon request. 


First issues go on sale October Sth 


FuTURA PUBLICATIONS, inc. 


KENNETH M. GOODE, Editorial Director 
HOPE HALE, Editor “Love Mirror” 


Chicago, BLANCHARD-NICHOLS-COLEMAN & JOHNSTON, Palmolive Bldg. @ Boston, N. FREDERICK Foote & ASSOCIATES, 80 Boylston St- 
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FULLER BRUSH 
TO BE FACTOR 
IN NEW FIELDS 


(Contiuued from Page 1) 


salesman who knows his manual will 
say: 

“Have you ever considered, Mrs. 
B., how little you have invested in 
tools to do your work compared with 
your husband’s investment in equip- 
ment for his work? 

“Have you ever noticed the kit of 
tools in your husband’s car? How 
often does he use them? 

“Yet you have hundreds of things 
to do every day that require proper 
tools.” 


Ten Kinds of Buyers 


The booklet says there are ten 
classes of customers, as follows: 

“Sold before your call. Influenced 
by a friend or sold by previous dem- 
onstration. 

“Easily sold. Recognizes her need 
and value of brush quickly. 

“Discriminating. Has a nice per- 
ception. Is cautious and careful. 

“Argumentative. Requests for in- 
formation are in negative form. 

“Doubting. Prefers old method 
because she doubts effectiveness of 
the easy Fuller way. 

“Money, money. She wants value 
and quality. 

“Vacillating. Unable to decide. 
Needs and wants you to decide for 


her. Prefers your good judgment to 
her own. 
“Prejudice. (a.) Silent—refuses 


to be interested. (b.) Haughty— 
does not care to be advised. 
“Talkative. Too friendly. 
too much.” 
How to handle all classes of pros- 


Talks 


In Connecticut 


8.6% of Outlook sub- 
scribers are in the Social 
Register. 


6.6% are in the Register 
of Directors. 


3% are in Who's Who. 


16% are on one or more 


of the three lists 


This means 1 in every 
6 are listed, 1 in 11 in 
Social Register, 1 in 
15 in Register of Di- 
rectors and 1 in 33 in 
Who's Who. 


Report No. 5—Connecticut 


OUTLGDK 


> and Independent 


“HANJON- 


Electrical Transcription Service 


UNDER SOUTHERN SKIES 


The Sunny South—with melody— 
tradition—Plantation days—Negro 
irituals—banjos strumming and 
shuffling feet—all entertainingly 
present iving you the true Sou- 
thern atmosphere from your studio. 
Plaintive, lovable, enjoyable. 


A series of thirteen Electrical 
Transcriptions especially made for 
Radio Broadcast now ready for dis- 
tribution to advertisers and agencies 
for spot broadcast. 


Full commission to advertising 
agencies. 


& 
THE HANJON COMPANY 
Incorporated 


29 West 57th St. 
New York City, N. Y. 
Phone Circle 7-3833 


== : —— 


“*You Have Ruined 
My Table” 


7: 


No Definite Plan 


DETECT I 


Talks Brushes 


New manual issued by 


pects is summed up in the following 
major points: 

“In selling to men, persuasion is 
the big essential. In selling to 
women, suggestion is more powerful 
than reason or argument. 

“To successfully sell to women, a 
salesman must learn to create in her 
mind the appetite to buy. He must 
make his appeal along domestic lines. 
Tests have proven that women be- 
lieve 90 per cent of what they see, 
but believe 50 per cent of what they 
hear. Talk less and demonstrate 


Nature’s Remedy Offers 
Deal on Checkerboards 


The Lewis Medicine Co., St. Louis, 
is offering druggists a deal by which 
they can give checker and backgam- 
mon boards with N. R. and Tums, 
the latter being an antacid mint. 

For a $12 order, less discounts, the 
dealer gets 150 boards, 150 sales let- 
ters in six colors and 150 samples 
of each of the two products. 


Chalkley to Improve 
Advertised Products 


Dr. Lyman Chalkley, Jr., has re- 
signed as director of research for 
Pedlar & Ryan, New York, to im- 
prove advertised products in line 
with consumers’ desires. 

He will also do research and de- 
velopment work from his new office 
at 580 Fifth Avenue. 


Survey Laws on 


Real Estate Selling 


The National Association of Real 
Estate Boards, Chicago, has made a 
survey of laws governing selling of 
real estate. 

It reports real estate brokers’ 
license laws in 26 states and 4 Can- 
adian provinces. 


Bauer to Cleveland 


Godfrey Bauer has become an ac- 
count executive with Sweeney & 
James Co., Cleveland. He was 
formerly with Brooke, Smith & 
French, Detroit. 


THE WRONG vs. THE RIGHT WAY 


PLACING SAMPLE CASE 


Put Case on floor 


PARADE BRUSHES IN SETS 


Make an attractive 
display 


DEMONSTRATE BRUSHES IN WHICH YOU 


NTEREST 


Demonstrate 


Fuller Brush Company 


Willard A. Banks 
Joins “Nebraska Farmer” 


William A. Banks, formerly with 
The Farm Journal, has joined the 
advertising department of The Ne- 
braska Farmer, Lincoln. 

He will make his headquarters in 
Chicago. 


Agency Changes Name 


The Byrum Advertising Agency, 
Denver, has changed its name to 
Byrum-Shaw Advertising Agency, 
QO. E. Shaw, account executive, be- 
coming a member of the firm. W. B. 
Fink has joined the agency as ac- 
count executive. 


Place Sanz Advertising 


The Sanz Corp., Milwaukee, will 
use newspapers, radio and direct 
mail for Sanz, which absorbs and de- 
stroys food odors in ice boxes and 
refrigerators. Freeze-Vogel-Craw- 
ford, Inc., Milwaukee, is in charge. 


Join Fenger-Hall 
L. A. Thatcher has joined the Los 
Angeles office of Fenger-Hall, Ltd., 
newspaper representatives. David 
A. Williamson and Miss Janice Mad- 
oon have joined the San Francisco 
office. 


Marly on Radio 


Marly Perfume, Inc., New York, 
inaugurated a radio series over the 
National Broadcasting Co., this week 
through the William G. Seidenbaum 
Advertising Agency, New York. 
Beauty discussions will be featured. 


Joins Brown Staff 


A new account executive with the 
E. H. Brown Advertising Agency, 
Chicago, is Lewis P. Herigodt, late 
of the R. F. Walker Advertising 
Agency. 


Agency for Air Control 
The Caldwell Air Control Co., 
Williamsport, Pa., has placed its ac- 


count with the Simpers Company, 
Philadelphia. 


Chain Stores 
To Distribute 
New Magazines 


New York, July 16.—At the sug- 
gestion of six national chain store 
organizations, two new magazines, 
Movie Mirror and Love Mirror will 
make their appearance early in 
October. The two magazines will be 
published by a corporation formed 
for that purpose, Futura Publica- 
tions, Inc. : 

Movie Mirror and Love Mirror 
will be distributed exclusively in 
more than 1,300 combined outlets of 
the following merchandise chains: 
Grand-Silver Stores, Inc., MeCrory 
Stores Corporation, McLellan Stores, 
G. C. Murphy Company, Neisner 
Bros., Inc., and J. J. Newberry Co. 
The magazines will sell for ten cents, 
will appear monthly and will con- 
tain 128 pages each. Advertising 
space in the two magazines will be 
sold jointly at a combined rate. 
Kenneth D. McAlpin is president 
of Futura Publications, Inc. Ken- 
neth M. Goode, widely known as the 
author of the three best selling busi- 
ness books, former associate editor 
of The Saturday Evening Post, 
editor of Hearst’s International, and 
lecturer at Columbia and New York 
Universities, will be editorial direc- 
tor. 

Ruth Waterbury, associate editor 
of Smart Set magazine, former 
editor of Silver Screen and pre- 
viously on the feature staffs of the 
World, the Daily Mirror and Photo- 


play Magazine, will edit Movie 
Mirror. 
Hope Hale, formerly promotion 


manager of Life and editor of Life 
Advertising Almanac, will be editor 
of Love Mirror. 


Fleming Appoints 
Cincinnati Committees 
John Hennegan has been appointed 


mittee of the Advertisers’ Club of 
Cincinnati by President Fleming. 
Other new chairmen and vice-chair- 
men: 

Finance, Myron Smith and George 
Matthews; publicity, William A. A. 
Castellini and William Bedinghaus; 
education, Harry Adams and Allison 
Stanley; program, A. H. Holtman 
and A. R. Collard; house, Tom Al- 
bershart and A. C. Kauffman; 

Federation, C. A. Radford and A. 
R. Gillham; Fifth District, E. L. 
Becker and Ben Faulkner; publica- 
tion, C. W. Van de Mark; constitu- 
tion, Roger Ferger and W. W. Sulli- 
van; entertainment, Foster Hayes 
and Alexander Thomson, Jr.; ad- 
visory, C. E. Bennett and Hudson 
Biery; attendance, H. F. Childress 
and Frank Crow; club progress, 
Plez Pettit and C. W. Browne. 


Add New Members 


The Interstate Advertising Man- 
agers’ Association, covering Penn- 
sylvania, New Jersey, Delaware and 
Maryland, added eight new mem- 
bers at its mid-summer meeting at 
Waynesboro, Pa. 

The newcomers are Ralph M. 
Stagemeyer, Dispatch, York, Pa.; 
James R. Kirk, Patriot News, Har- 
risburg, Pa.; Howard F. Knox, 
News, Cumberland, Md.; Fred G. 
Pierce, Mirror, Altoona, Pa.; J. F. 
Kuhns, Tribune Review, Greensburg, 
Pa.; J. S. McCombs, Daily, Sunbury, 
Pa.; C. J. Schaff, Herald-Mail, 
Hagerstown, Md., and Carl Baum, 
Times, Gettysburg, Pa. 


Two Join Staff 


of “Pictorial Review” 

John R. Rutherford, whose ap- 
pointment as Western advertising 
manager of Pictorial Review was 
recently announced, has begun the 
formation of a staff to work from 
Chicago. 

George W. Whiteside, now of 
Fortune and formerly with the Cur- 
tis Publishing Co., will join Pictorial 
Review in the immediate future. T. 
Wiley Kinney, formerly of the 
Conde Nast publications, will join 
September 25, when Pictorial Review 
takes over its representation from 
Paul Block and Associates. 


Leaves “Billboard” 


R. G. Culbertson, advertising and 
sales promotion manager of The 
Billboard, Cincinnati, has resigned 
to join the executive staff of the Cin- 
cinnati Terminal Warehouses, Inc., 


as assistant to the vice-president. 


chairman of the membership com- | $5 


MEAT DEALERS 
GET U, S. SEAL 


Washington, D. C., July 16—A 
Department of Agriculture certifi- 
cate of quality has been made avail- 
able to retailers, a group of 85 New 
York food stores being the first to 
use it. 

The Department explained that 
the meat is examined by a Govern- 
ment grader at a central plant 
where each wholesale cut is stamped 
with the appropriate “U. S.” grade. 

Each cut is placed in a sanitary 
package, or carton covered with a 
transparent wrapper and a Govern- 
ment grade label is affixed so that 
the consumer may see at a glance 
the Government certificate of qual- 
ity. The packages are then placed 
in a special refrigerated container 
and distributed among retail stores. 

This innovation is an extension of 
the beef grading and stamping serv- 
ice inaugurated by the Bureau of 
Agricultural Economics several 
years ago for the purpose of carry- 
ing the grade designation from 
packer to consumer. 

Consumers in a dozen or more 
cities will soon be able to buy in- 
dividual cuts of beef and lamb 
stamped with a Government certifi- 
cate of quality. 

The service is_ self-supporting 
from the standpoint of Federal ex- 
pense as it is paid for by the pack- 
ers and dealers who use it. 


Lose Canvassing Case 

Pictorial Review, New York, lost. 
its fight to restrain Highland Park, 
a suburb of Dallas, Tex., from en- 
forcing an anti-peddling ordinance. 
The law requires each canvasser to 
obtain a permit from the Chief of 
Police. In the event he is to receive 
a deposit, he must post a bond of 

00. 


Issue Display Manual 
Display World, Cincinnati, will 
issue the Window Display Manual 
July 20. Jack T. Chord edited the 
volume. 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it . . . one color 

and black in Daily or Sunday news sections 

° four colors in Sunday Rotogravure 

section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fled customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to lie idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices. 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicago 


ARE You 


Overlooking This? 
y America’s Most 
Active Churches 
Send for Data 
Church Management 
Auditorium Bldg. 
Cleveland, Ohio 


For Dependable 
Photostat Service 


F.A. RUSSO irc. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. 57th St. 
VAnderbilt 3—9975-6-7 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
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ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 
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TRANSFERS 


W. Frank McClure 


Mr. McClure, who resigned as 
vice-president in charge of the Chi- 
cago office of Albert Frank & Co. 
last week, has become a vice-presi- 
dent and principal of Carroll Dean 
Murphy, Inc., Chicago. He was 
chairman of the Chicago Advertis- 
ing Council for five years. 


YANKEE FILMS 
MAY BE BOWED 
OUT OF CANADA 


Toronto, Canada, July 16—Amer- 
ican films may follow American 
magazines out of Canada. Peter 
White, K. C., the commissioner ap- 
pointed last September to investi- 
gate the motion picture industry, 
has reported “a combine exists in 
the motion picture industry in Can- 
ada within the meaning of the 
Combines Investigation Act.” Offi- 
cial action will follow. 

Regardless of the outcome, the 
Provincial Government of British 
Columbia is preparing legislation 
setting a quota of at least 40 per 
cent British films. It is likely other 
Canadian provinces will adopt sim- 
ilar legislation. 

Newspaper editorials condemn- 
ing Famous Players and others for 
their alleged misdeeds contain such 
phrases as “little is seen but United 
States films,’ and “it must be rec- 
ognized that the theater is a power- 
ful educational force.” 

Mr. White, the investigator, did 
not confine his comment to the com- 
petitive side, but complained that 
“in the hands of the persons who 
at present control the industry, it 
has become purely commercial.” 

Speaking of the magazine tax, 
Premier Bennett told the House of 
Commons at Ottawa that “it is but 
an instrument to accomplish a pur- 
pose and the purpose to be accom- 
plished is to give Canadians an 
equal opportunity and fair play.” 


Plan Milk Copy 
in San Francisco 


The Harry Bercovich Agency, 
San Francisco, has been placed in 
charge of a milk campaign in that 
city. Per capita consumption in San 
Francisco is below the average for 
the country. 

Initial copy will stress the im- 
portance of the dairy industry to 
Northern California. The health 
appeal will be used later. 

Newspaper, radio and _ outdoor 
advertising is scheduled. 


Fight Margarine Tax 


The Wesson Oil Company and 
Snowdrift Sales Co., Chicago, are 
fighting the South Dakota tax of 
five cents on lard substitutes passed 
by the last legislature. A temporary 
restraining order has been issued. 


Sign Cigarette Bill 
Governor White, of Ohio, has 
signed the bill imposing a tax of 
one cent on every ten cigarettes sold 
and decreasing wholesalers’ and re- 
tailers’ license fees from $200 to 


Offer Dealers 
Extra Copy for 
Testimonials 


Detroit, Mich., July 16—On the 
theory that local testimonials should 
be used in local advertising, the 
Chrysler Sales Corporation has an- 
nounced a contest to encourage deal- 
ers to secure testimonials from local 
personages. 

The awards in the contest will con- 
sist of $5,000 worth of newspaper 
advertising. Newspapers have been 
apprised of the plan and urged to 
co-operate with dealers. 

The suggested plan is for dealers 
to invite influential citizens to ride 


in a certain model and then to ask 
them to sign a testimonial. A re- 
lease of the testimonial for adver- 
tising purposes is also asked. 

All awards will be in excess of the 
dealers’ regular factory advertising. 


Bruce in Canada 


The E. L. Bruce Company, Mem- 
phis, Tenn., is establishing a Tor- 
onto plant for the manufacture of 
flooring and ’cellized blocks. F. E. 
Bruce is Canadian manager. 


Is Kwik Agency 


The Kwik Company, Suffern, 
N. Y., has placed the advertising 
of Kwik nail polish, polish remover, 
oe, we Churchill-Hall, Inc., New 

ork. 


Associated Class 


Magazines New Group 

Associated Class Magazines has 
been formed in New York, with H. 
D. Cushing as advertising manager. 
While a rate card has been issued 
for the entire group, the following 
classifications have been made: 

Sports group: American Kennel 
Gazette, American Lawn Tennis, 
Golf Illustrated, Golfers Magazine, 
The Rider and Driver, The Sports- 
man Pilot and Yachting. 

Select circulations group: Dance 
Magazine, Etude, Style and Tatler 
ind American Sketch. 


Wins President’s Cup 
Hale Nelson was presented with 
the President’s Cup for outstanding 
service to the Advertising Club of 
St. Louis during the past year. 


Get College Graduate 


Milo Marsden, who was business 
manager of the University of Utah’s 
“Utonian” in 1930, has joined 
Stevens & Wallis, Salt Lake City 
agency. He will serve in the contact 
and copy departments. 


Get Kolster Account 
The Canadian Brandes Company, 
Canadian distributor for Kolster 
radio, has appointed R. C. Smith & 
Son, Toronto, as agency for publi- 
cation advertising. 


Must Sell Stock 


A supplemental decree signed by 
Federal Judge J. G. Knox in New 
York, July 10, ordered the Fox Film 
Corporation to divest itself of stock 
acquired in Loew’s, Inc., a com- 
petitor. 
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$100 and $50 to $25 respectively. 


O 


MINUTES | 


MILES 


Shift the gears to low and 


the sixty miles will shrink while 


gas-cost goes up. So in typography, 


a plant geared for speed will produce 


more per hour and more per dollar. « « » » 


Hour-costs are pretty well fixed by wage-scales, 


but product per hour depends upon organization, 


equipment, time-saving devices, time-saving straight-line 


operation. « « » » The problem of the buyer of typography is, 


a 
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ea 
This advertisement is No. 7 of a series, showing diversified design. Layout and typography by Lee & Phillips, inc. 


first, to get what he wants in type-style, type-face, effectiveness; 
second, to get it on time; third, without excessive cost. « « » » If you fail 


to get the first two, even the lowest price is too high. Excessive cost is avoided 


by employing a typographer who has, not only ample equipment, but an intelligent 


sense of advertising, the ability to understand what is wanted, and the skill to get it 
right the first time.« « » »Any buyer of typographic service will find very valuable, an hour or so 
spent in familiarizing himself with our plant,equipment,and system of operation. After that, he will 


find his production problems much simplified. « « » »Please telephone Mr.Lee the time you will come. 


LEE & PHILLIPS, INC. 


228 EAST 4517 NEW YOR K 


ba 


Pe 
| PY ee | 
_4 nn ___T__i_— ia Gece pia 
ne | _ | po 4 
 - ee 
ae ete aa . : ana ae 
3 a ts - \ 
4 ee ee 3 , ; 
A 4 — if = ‘ 
‘ ; | ’ ; 
i- — F ~ ¢ * 
a F — ) a 
Ww Rg * Lg > = : 
c ae did } psd 
0 EP - : 
r ih: a , | s i » = 
ee » P —— 
4 gs a | | | ov 
a. ae N ¥ x 
a ice ai ee 
it a eee” ea a ae of 
d ee Ne i ogee eine 
be =i : <i. } 5 
, Salers Ya Sa 4 
a Me oe ae | 4 
see ene eng . . ae a 
i- Se ne ae sites ae eee ee eee i 
Wee a Ree Ae a 
it 2S: bo pect awe a ‘_ . 
i PA Siete da Sage Bt Neer in ie ote a 
7 a? i = ay , . nak 
e bo Sere (alps tee ee | | Oe Is 3 
i, . mye . : z x 4 
ad EE ae 
r kp ac pata 
S. BR ie 
if | eo 
l= ae > oe aS 
f Saale 
‘ eee, 
r= +e eee 
gener 
n eran 
Speen 
- : Be 
a ea 
aipee? 
g Ba. ty 
mid 
: ; 
t ee 
ty 
i~ 
2. 
f tenee ee 
e 
E Pay er 
eric xe 
eee vi 
1] 
; ee 
~ cae 
cane 
an 
a ee ranma 2 
eae 
rene 
Rees 
. rie h. De 
e ; a 
_| Z 
=e 
; “" 
= 
‘ j 
ney: 
pt 
2 
rr | 
oe, Sateen rey Satya p |. ae renee oe St re Se cd eS Re Cen e fe tc Sar Sota Dip - pee 2 cre iat Rey a ueeebe  eahaae eee ssi an eaten ae Hi CE pe ee es th, i eet oe 
Saag 9 ais amie. Seer ss tae. meen cue gees OES eee eae ee Buia bts Dasa ide 2 EL eae Cr ae ee eR on a ee 
i a ame 4, Rene i a i Ne oa a ee cE age ey Cee an tp = tae ot 2 Sl ee a Fe pe gS Sa ame RAED Sy et Seles Eyaererad é A = bean ats PE, as ok ered 
ee sli ais: Re eas = Pee) ae oe BS re cats i ahh Ge eRe epee site Ao. Gc ACES ea eee ae ee aah dk phew asa -t A ae oe Bot ee Ay eee Sones ee ee Bie Wey taal mae a 
ed - Eien ned Vee ie athe. tg areche | OU ne aa Berd te alict See oe ent EN RE Oe Ree eS Te eS eRe IS Set gk od Me ee mera S Voy ee ee Oe WS BE Go, hh gh ae A Ni eM es ok Nie i a gE eye A 
PeCne eee. % ace Pe a ee te PR RIELS BS NMED wor Ts Sen RTS Cp a ee 22 ee eT ae OS std oR RE Pace eg Umer a, NR! 


‘ “ aa 
July 18, 1931 


ADVERTISING AGE 


yy AGO: 
, -/ ~ 2, 
Lay G YCDCDE®Q2 
BD) ISD Soo 3-8 
?, . , 


ay 


Zz @ 
a a ee 


HOT IO? ((u 


f 


7 you ve An old fellow who had been deaf for a number aan 
| L d of years was totally cured when hit on the head 
: . cured of walking across the golf course. 
°e e e 
i this one 


If you can’t afford to join a golf club—throw an 


by a golf ball. It is rumored that he was also} 


aspirin tablet on your front lawn . . . and spend 


all day Sunday looking for it. 


ea 
ane _ oo a Every now and then new customers tell us our 
C O L L ' N S & ideas of engraving interpretation constitute a brand 
Pee ; | . | new experience in their formerly harassed lives. 
ALEXANDER 


@6S EAST SOUTH WATER STREET, CHICAGO * & 
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